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There's a new star 


over Milwaukee 








SHOE 


Ideal Shoe Mfg. Co., Milwaukee, 12 


Whi: Wise 











Rathin’s 


creates a classic pump gifted with 


flattery. The tall, shapely heel is perfectly 
set off by a slender tapered toe 
and tailored bow. 
The supple mellow leather, 
adding to its softness, 1s 


Hubsehmans‘a 


In #575 Walnut... 
also in all new Hubschman 
fall colours... by 
Johnson-Stephens & Shinkle Shoe Co., 
Saint Lous. 





E. Hubschman @ Sons, Inc., Philadelphia 23 
Fashion Office: Empire State Building, New York 1 





MAGATINE 


= 


Qa F No. 4125 
In stock 
Black Oxford with 
Allenite Tip 
81%. to 12, A to E 


12%. to 3, A to E 
Also in-stock in Brown 


4 Keeping Youngsters 
Happy in 


Flalistoniles 





No. 6689 


In stock 
White Bal Saddle Oxford 
Blue Saddle, White Nap 
Sole 
81, to 12, Bto 
12'% to 3, B to E 


Kali-sten-iks have the appeal that 
, Mothers and children are looking for. 


Style, quality and craftsmanship make 
Kali-sten-iks a capital asset in any store. 


THE GILBERT SHOE CO., THIENSVILLE, 
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GET MORE PROFIT 
PER SQUARE FOOT 
OF SELLING SPACE 





AUER CAN GIRL 


SHOE 








A COMPLETE LINE OF SHOES, RETAILING *6.99 TO 10.99 


* AMERICAN GIRL GIVES YOU: 


MORE DEMAND 

MORE TRAFFIC 

MORE TURNOVER 

LOWER MARKDOWN RATE 
LOWER RATE OF RETURNS 
LOWER RATE OF WALKOUTS 


* THESE STATEMENTS ARE BASED ON FACTS AND FIGURES FROM PACE-SETTER STORES 


American Girl Shoe, Division of Consolidated National Shoe Corp. « 288A Street, Boston, Mass. 
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These represent 


HIGH INSIDE QUALITY 


begins, in any leather, with choice rawstock. 
Better suede selections are determined 
by density and plushiness of nap which are 
TAN-ART earmarks. Our tannage shrinks fibers 


nr in the skin tightly together at their base 


and the result is a densely-clumped pile which is cropped 


A Rr down evenly to a velvety texture. 


Besides this high Inside Quality, the 


i coloring of TAN-ART Suede is vivid: the finishing, 


SUEDE KID 


BLACK TOWN BROWN COGNAC 
CHESTNUT COFFEE NUT BROWN 
FLIGHT BLUE CORSAIR BLUE 
MARINA BLUE 

SCARLET DAMASK ROSE 


“KROCK-LESS” ... luxurious in appearance and feel. 


TAN-ART CO., INC. division of G. LEVOR & CO., INC. 
MOSS GREEN GRAY SEAL Gloversville, N. Y. Tanners since 1876 
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STYLE and VALUE! 


IT TAKES ALL THREE TO BECOME “FIRST CHOICE” 


Selected “FIRST CHOICE” in an independent coast-to-coast 
survey of Mothers and Children! American Juniors 
HAVE what your customers WANT! Stock American 
Juniors, the retailer’s year ’round pre-sold shoes! 


tet me , , 
oe aia The Fastest In-Stock Service 


in the Children’s Shoe Business 
aX 


AMERICAN JUNIORS SHOE COMPANY, INC. & 1/0 — 


ONE ISLAND STREET, LAWRENCE, MASS 
noe 


DIVISION CONSOLIDATED NATIONAL $ ae NEW YORK SALES OFFICE MARBR © gun 
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NEOLITE HELPS SHOES 
LOOK BETTER... 
WALK BETTER... |. 
WEAR BETTER! 


Helps them 
SELL better, 





than ever NEOLITE can 
boost your sales!" 


IT’S BECAUSE THE VALUE OF NEOLITE KEEPS 
GROWING AND GROWING—MILLIONS ASK FOR IT 


Because they’ve been tops in quality, year after 
year, NEOLITE Soles and Heels are the most famous 
in the world. That’s why they add tremendous sales 
appeal to new shoes. Shoppers know NEOLITE, have 
confidence in NEOLITE, ask for NEOLITE! 

Right now, NEOLITE fame and quality are boosting 
sales for dozens of top lines of men’s, women’s and 


Watch GOODYEAR THEATER on TV—every other Monday, 9:30 P.M., E.D.T. 


MADE 
ONLY BY 
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children’s shoes. Best-selling brands sell even better 
when they feature NEOLITE! 

* * * 
Get all the facts and judge for yourself what NEOLITE 
can do for your sales. See your Goodyear Representa 
tive. Or, if you prefer, write to Goodyear, Shoe 
Products Division, Akron 16, Ohio. 


60s 
GOOD*YEAR = 


NEOLITE, AN ELASTOMER RESIN BLEND, T M THE GOODYEAR TIRE 6 RUBBER COMPANY, AKRON, OHIO 
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if it doesn’t carry 


CONSUMER 


SERVICE BUREAU it isn't genuine leather 
oF 


SUPERSOLE ! 


4, MAGATINE » 
\ 


40, 
“ferisen 


Nox the VOTAN trademark, 


: MR “Surersote” is not an authority on space travel, but he 
» ~~ figures that shoes with “SUPERSOLE” have walked the equiva- 


tent of 12,000 times to the moon during the three years this extra 


long-wearing genuine leather sole has been on the market. 

That's a lot of miles of customer satisfaction—and a lot of 
profitable shoe sales! 

Getting down to earth, it’s a fact that “SUPERSOLE’s” con- 
sumer advertising is creating a growing demand for these quality 
leather soles. Our recent nationwide survey indicates that twice 
as many alert retailers want “SUPERSOLE” as now have it on their 
lines—and those who DO have it want MORE! 

We have the “SUPERSOLE”—the market is ready and waiting. 
How can you miss? 

Let trade-marked “SUPERSOLE” go to work “or you! 


VIRGINIA OAK TANNERY 


SALES CORPORATION 
27 SPRUCE STREET - NEW YORK, N. Y. 
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Fall Showing, New York Shoe Whole- 
salers' Association, members’ show- 
rooms, New York City .....June 29-July 2 

Michigan Shoe Caravan, Michigan Shoe 
Travelers Club, Statler Hotel, Detroit 

July 13-15 

Annual Shoe Show, Baltimore Shoe Club 
and Associated Shoe Travelers of 
Baltimore, Lord Baltimore Hotel, 
Baltimore ..........----++--- duly 13-16 

Trade Show, National Shoe Fabric Asso- 
ciation, Lexington Hotel, New York 

August 3-4 

Allied Shoe Products and Style Exhibit, 
Spring and Summer, New York Trade 
Show Building, New York City. .August 3-6 

Leather Show, Tanners’ Council of 
America, Waldorf-Astoria, New York 

August 5-6 

Spring and Summer Style Conference, 
National Shoe Retailers Association, 
Plaza Hotel, New York August 6 

Merchandising Clinic, National Shoe 
Manufacturers Association, Statler Ho- 
tel, New York City ...... August 7-8 

Winter Shoe Market, Midwest Shoe 
Travelers’ Association, Hotel Morri- 
son, Chicago August 10-13 

Miami Shoe Show, Deauville Hotel, 
Miami Beach, Fla. .......September 27-30 

Advance Spring Shoe Market Week, New 
England Shoe and Leather Association, 
Hotels Statler and Touraine, Boston 

October 5-9 

Annual Shoe and Leather Fair, Shoe and 
Leather Council of Canada, Sheraton- 
Mount Royal, Montreal ... .October 12-16 

Annual Convention, National Shoe Trav- 
elers’ Association, Hotel Hamilton, 
Chicago ................October 23-24 

National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 

October 26-30 

Spring Shoe Fair, Northwest Shoe Trav- 
elers, Inc., Hotel St. Paul, St. Paul, 
Minn. sah gran vier aS alors s&s 1 MOOMONTR ETL UO 

Spring Shoe Show, Pacific Northwest 
Shoe Travelers, New Washington and 
Olympic Hotels, Seattle, Wash. 

November 

Michigan Spring Shoe Fair, Michigan 
Shoe Travelers Club, Statler Hotel, 
Detroit ...................November 

Spring Shoe Show, Southeastern Shoe 
Travelers, Henry Grady, Dinkler Plaza, 
Peachtree on Peachtree, and Pied- 
mont Hotels, Atlanta, Ga...November 

Spring Shoe Show, Southwestern Shoe 
Travelers’ Association, Dallas, Tex. 

November 2-5 

Spring Shoe Show, Indiana Shoe Travel- 
ers Association, Claypool Hotel, Indi- 
anapolis, Ind. ...... November 9-11 

Spring Shoe Show. Ohio Shoe Travelers’ 
Club, Deshler Hilton Hotel, Colum- 
bus, O. November 9-11 

Spring Shoe Mart, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn-Sher- 
aton, Pittsburgh November 16-19 

Spring Shoe Market Week, West Coast 
Shoe Travelers’ Associates, Los An- 
geles November 16-19 

Spring Shoe Market, Midwest Shoe Trav- 
elers’ Association, Hotel Morrison, 
Chicago November 22-25 


L 4 
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longest on value, too... 
why pass up a winning combination, like this! 


dress, school and sport 

— cements and welts from tots to teens. 
In-stock, nationally advertised 

$4.50 - $7.95 (some slightly higher) 


LACONIANS 


LACONIAN SHOES CORPORATION, 


LACONIA, N. H. 





- So soft...so flexible...so comfortable 











‘Armstrong 
FiIBERCORK 


The cushioned insole material 


Unusual flexibility is a hallmark of today’s best selling women’s shoes. And more and more 
they're being made with a magic new two-in-one material — Fibercork*— an insole and a cushion, 
both in one uniform material. Fibercork enhances the softness of any shoe construction, adds its 
own gentle resiliency. It’s a new material, made in a new way, with springy cork particles and 
soft felted fibers. Send for a sample. See for yourself how light. how flexible, how very resilient 
Fibercork really is. Armstrong Cork Company, 7701 Delaware Avenue, Lancaster, Pennsylvania. 





Editorial 





Purpose and Success 


RACTICALLY every business, other than a one- 

man operation, needs a definite set of objectives 

and an organizational plan if it is to survive 
and prosper in our highly competitive system. 

So says the Small Business Administration in its 
recently published pamphlet, “Rating Your Firm’s Or- 
ganization.” The pamphlet is number 93 in SBA’s 
series of Management Aids, Significantly it points out 
that lack of objective, definition of aims and poor 
organization are all too common in business today, 
particularly in those businesses employing five to five 
hundred people. 

“A sound organization,” says the SBA, “needs a 
clear statement of policy. The limitations and defini- 
tions of business aims are essential. Your statement 
need not be elaborate, nor do you have to have it in 
specific form. It does have to be thought out and 


written out.” 


Basic Aim 

The pamphlet then proceeds to suggest, “First, the 
basic aim of your business should be defined—usually 
it is providing a product or filling a need. Then you 
should specify what you want out of your business. 
To reach a certain size and remain there or to aim for 
constant growth and diversification; to make a com- 
fortable living for yourself or to establish a business 
that your heirs can carry on; to operate as a pro- 
prietorship or a partnership, or a corporation.” 

This is very sound and timely advice, not only for 
those who are about to embark on business ventures 
but for those who are presently working in the market 
place as well. 

It would be difficult to say whether a definition of 
the basic aim of your business or an organizational 
plan is more important to success. Purpose and di- 
rection, because they are in the area of objectivity, 
are provocative, if more elusive. Organization is in 
the area of mechanics and is, perhaps, less spectacu- 
lar. Both are closely related, and equally necessary. 

The market place today, with its new merchandis- 
ing techniques and off-beat selling concepts, certainly 
is no place for the retailer who does not know where 
he is going . . . nor one who has developed no ade- 
quate plan to get there. Our present business climate 
is no longer favorable and wholesome for the unde- 
cided. Ten years ago perhaps the trial and error 
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method was productive of some measure of success 
for a few fortunate businessmen. But in the present 
economic hurly-burly there is little likelihood that a 
merchant will succeed in spite of himself. 

The challenges which the wave of new merchandis- 
ing concepts and unconventional retailing methods até 
presenting, will grow more numerous and more seri 
ous every business day. Those very retailing opera 
tions which, a decade ago, offered direct challenges 
to the existing order are now under frontal attack 
themselves by innovators. Direction and objectives, 
which they believed to be so well-defined and purpose 
ful, are being challenged. This is all part and parcei 
of economic progress. In many ways it is good and 
stimulating. 

However, the important point to remember is that 
when the direction and purpose of a business have 
been carefully determined and are well defined, 
whether that business be large or small, independent 
or chain, it is easier to recognize change and_ eval 
uate it. 

In defining his purpose, the shoe retailer has a 
strong force at work for him. It is the unusual im- 
portance which the consumer attaches to the service 
he receives in a shoe store. This remarkable display 
of confidence by the buyer and the mutual under- 
standing of buyer and seller is rarely duplicated in 


this day and age. 


A Dynamic Force 

Not only is it a dynamic force, helping the retailet 
determine his objectives, but it is a practical device 
helping him to hold his course, reminding him of his 
responsibility every time he fits and sells a pair of 
shoes. 

This relationship imposes another responsibility too, 
which falls into the area of organization. It necessi 
tates a constant vigilance lest “service selling” be 
allowed, through negligence or indifference, to de- 
teriorate to the point where it becomes another adver- 
tising slogan. 

The consumer’s confidence places a direct obliga- 
tion on the shoe retailer to train his salespeople in the 
values the consumer receives in shoes and in the ne- 
cessity for fitting shoes skillfully and accurately. It 
demands a continuing effort to stimulate in his sales- 

| CONTINUED ON PAGI 
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Cell the boots eaten weal'.... 


Acme boots are worn by the western stars and featured 
players of Warner Bros. motion picture and television 
productions ... backed by Acme’s greatest all-time 

ad campaign . . . national magazines; 700 newspapers, 
coast-to-coast; window and store displays; mats, etc. 
The stars wear ‘em! You'll sell ‘em! 








antowntnn 
WILL HUTCHINS, star of Warner Bros 
SUGARFOOT " television series 








ming cow 
ON, handsome Wrcout 45 
wabdE — in ‘Warne! ata 
n 
boy, tO Ee tv 
ares on ABC 


ACME BOOT COMPANY, Inc., Clarksville, Tennessee WORLD'S LARGEST BOOTMAKERS 
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PAUL NEWMAN, star of Warner Bros 
exciting motion picture 


THE LEFT HANDED GUN 


ALSO MAKERS OF WELLINGTONS OUT-OF-DOORS BOOTS ENGINEER BOOTS AND PARADE MAJORET 
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Coming your way with 3 chil. ral Lif. | = 


seria oleh. 


the most productive, most profitable 


sales opportunity in juvenile footwear 


The sweetest, steadiest, most repetitive 
business in children’s shoes is 
provided by CHILD LIFE —so right 
in design, so good in construction, 


and so protective about dealer margins. 


More than ever before, this pace- 
making, pre-eminent line packs 
the greatest selling force in juvenile 
footwear — and covers your market 
for ten golden years — from first steppers 


to pre-teen shoes for boys and girls. 


If you’re interested in quality 

shoes and franchise selling, you’re 

invited to call or write for full 
information ... providing no CHILD LIFE 


dealer is already in your trading area. 


HERBST Shoe Manufacturing Co., Milwaukee 45, Wis. 
New York Office — 557 Marbridge Bidg., New York 17, N. Y. 











our Seniors’ 
Size-Range has 
longer reach! 


—Retailers should face up to the fact that it is the 
salespeople who can keep selling costs down. It 
is the salespeople who, through personalized ser- 
vice, can attract back to the store . .. and hold 
... the customer who goes to the discount house 


... not solely because he wants a bargain but ’ : . 
because he sees no point in paying a premium , for those hard-to-fit 


for shabby treatment,” says John J. McCarthy, 


consultant to the General Electric Company. 
' PRE-Teeners: 


—He told merchants: “Your customers don’t meet 
you, or your controller, your advertising manager SIZES 4 to 1! 
or your merchandise managers. Mrs. John Q. . 
meets your sales force. It is the salespeople who 


represent your store. POPULAR 
—“‘A decade ago we used the slogan: ‘KEEP Your NUMBERS T 0 


Eye on Your F.H.L” It meant simply: Be 
Friendly, Be Helpful, Be Interested. 








FOR GIRLS... 


— ‘It doesn’t sound very profound, it may even Classic Step-In comes in 
sound superficial; but a penetrating analysis of black or brown. The Swivel 
what is involved reveals it to be anything but One-Strap in black, brown and 
superficial. the new red, and grey. 


—Being helpful, for example, requires a thorough FOR BOYS... 
knowledge of merchandise and its properties as Raglan 3-Eyelet Oxford in two 
well as more than passing knowledge of what he versions ... with flat seam or 
has to offer. —~ raised seam. Both come in 
black or brown. 





—“It means having the ability to understand the 
psychological motivations and reactions of the ae In size-graded patterns for 
customer, and knowing what to do about them! accurate fit ...same as regular 

Seniors. Fit that has made 

— It means having the ability to identify his needs Jumping Jacks famous as... 
and in many instances to help him identify his 
unrecognized needs . . . through creative or an- 
ticipatory selling. 








America’s Finest Fitting 
Shoes For Children 


—“Your greatest weapon in the struggle to maintain 
volume with profit is providing this helpful, 


friendly, informed, and interested service at the ORDER NOW FOR EARLY 


point of sale . . . as well as at all other points 


where the customer comes into direct contact with AUGUST DELIVERY 


your sales people.” 





—- VAISEY-BRISTOL SHOE CO. 
] ’ 68 . | Po enn ‘ Monett, Mo. 


Publisher 
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OHIO, laser 


THE QUALITY MEN’S CALE 


#70 


livewood 


the new golden brown... 
for town and leisure 


THE OHIO LEATHER CO. GIRARD, OHIO 





’ 4 ? 
° ‘ 4 ° (oiaf ning another 
Honey with spice... everything nice... Yin 


to take you smartly into Fall. 


national ad 





$6.95-$8.95 


AT BETTER STORES EVERYWHERE 


VINER BROS., INC., Bangor, Maine 





IN UNIFORM SHEETS 


. . . FROM THE WORLD'S LARGEST PRODUCER OF SHOE SOLING MATERIALS 





on the feet 


... With the luxury feel 
that adds sales appeal! 






EVERFLEX by Biltrite is the lightweight sole that cuts costs 






while it adds a selling ''plus''! Here's the lowest cost 







lightweight resinous soling on the market. 


The supple flexibility and remarkable lightness are 







instantly apparent, giving shoes that special ‘extra touch 






of quality" that helps you sell. With all its marvelous 


lightness, EVERFLEX is durable, too... helps build sales! 







BILTRITE 


HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. : 

CHELSEA 50, MASS. V0” 
Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis AL J 
In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 











1908-1958... 50 YEARS OF GROWTH AND PROGRESS 
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Rueping’s TOMAHAWK leather... 


in smooth, polished black...lends an 
air of casual comfort to these footwear 


favorites by Freeman—shoes fashioned for 


wonderful feeling ) a 
FREEMAN \ , men who appreciate the finest in styling, 


shoes for men 1% \ materials and craftsmanship. 
SHOES: “The Wayfarer” 
Freeman Shoe Corp. 


Beloit, Wisconsin 


LEATHER: Rueping’s 
TOMAHAWK No. 90 Black 


FINE LEATHER FOR FINE SHOES 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 





Answer to Eviction: 


Phila. Wholesalers 
Study ‘Center’ Plan 


PHILADELPHIA — A score of 
shoe wholesalers here opened their 
morning mail one day last month 
and learned to their surprise they 
were going to be evicted. The action 
won’t come for at least two years, 
perhaps much longer, but already 
the wholesalers are mapping plans 
for meeting it—and benefitting by it. 

If their dreams materialize, the 
city’s program to rehabilitate the old 
shoe district and nearby areas may 
prove a blessing instead of a curse 
for the shoemen. 

Within days after receiving word 
of the city’s intentions, the whole- 
salers were talking in glowing terms 
about building “the first integrated, 
coordinated wholesale shoe center in 
America.” 

So far the modernistic center is 
barely in the talking stage. The day 
when it might become a job for the 
architect and engineer is far in the 
future. Enthusiasm, however, isn’t 
lacking. Neither is agreement. 

According to a spokesman for the 
Philadelphia Shoe Associates, whole- 
salers’ trade group, not only the 20- 
odd firms that will have to move, 
but also the ones who conceivably 
could stay put have expressed inter- 
est in the idea of a “center.” 

The reason is obvious: for the 
wholesale distributors, togetherness 
is an economic necessity. Concen- 
trated in a small area, they reap the 
benefits of coordinated trucking and 
shipping. Truckers start in the 
morning at one end of the shoe dis- 
trict and gradually move through it. 

Today the wholesalers are clus- 
tered in two blocks of Fourth St., 
between Market and Race Sts., and 
Arch St. on both sides of 
Fourth. (Arch St. is midway be- 
tween Market and Race.) The shoe 
district is in the heart of historic 
Philadelphia. Nearby are the Liberty 
ell, the house of flag-maker Betsy 
Ross, the grave of Benjamin Frank- 
lin. 

Since the early 1800’s the shoe 
business has been concentrated there, 
too. Some 40 wholesale firms do an 
annual volume of approximately $40 
million, shipping shoes to stores 
throughout the U. S. 

| CONTINUED ON NEXT PAGE| 
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400 Retailers Look, Buy at Denver 


Merchants at Mountain States Show Say Business 1s Good; 


Men’s and Children’s Lines Chalk Up Largest Sales Volume 


by VIVIAN C. ANDERSON 


DENVER — “Business 
This was the recurrent theme of the 
Fall Shoe Show of the Mountain 
States Shoe Travelers Association, 
held here June 1-3 at the Albany 
Hotel. Four hundred retailers repre- 
senting 63 cities and towns in six 
area states, Louisiana and New York 
trooped to the show to (and 
buy) from 160 lines exhibited. 

Kansas retailers pointed to a 
bumper wheat and bought 
men’s, women’s and children’s shoes; 
likewise 
big beet and wheat crops; 


is good!” 


see 


crop 
eastern Coloradans, citing 
Pueblans, 
whose steel mills are running again 
and retail re- 
ported gains of 20 per cent and more 
in volume sales in May; and similar 
optimistic merchants from Ne- 
braska, New Mexico, Utah, Wyo- 
ming, Missouri and Arizona. 

Men’s and children’s lines 
selling in greater volume than wo- 
men’s, many of whose retailers had 
placed initial 
came to the show to see expanded 


whose shoe stores 


were 


already orders and 
lines and to place reorders. In work 
boots, volume buying was seen in 
the eight-inch plain toe, wedge crepe, 
retailing at $14.95 to $15.95. 


Cork Soles Selling 

Plain toe six-inch work 
retan and glove elk, 
$13.95, were selling 50-50 between 
wedge crepe and crepe in heel. Cork 
soles were selling in work shoes in 
the lower brackets from 
$8.95 to $10.95. In insulated boots, 
the trend was back to the straight 
hunting boots, both 
heels, with crepe 
from $16.95 to $25.95. 
ingtons are more successful with 
this season’s retailers in glove elk 
and crepe sole and heel, made to re- 
tail at $15.95 to $16.95. 

In dress wear, men’s shoes were 
selling in both smooth and grains. 
Browns are in the ascendancy. 

Popular in outdoor wear particu- 
larly for the mountain and plains 
regions was a new shearlined mock 
toe chukka for after-ski and 


shoes in 
retailing at 


retailing 


wedges and 
retailing 


Well- 


soles, 


Pecos 


wear 


for service station and air terminal 
attendants and outdoor farm work- 
ers. These retail at $17.95. Selling 
in volume, too, were both plain toe 
and moc-styled chukkers for retail 
from $13.95 to $16.95. 

More activity was seen in lighter 
work oxfords with wedge crepe soles 
and six-eyelet moc ties, retailing at 
$12.95. No. 1 pattern selling in boys’ 
boots was hunting boots in wedges 
from size 10 for children 
for big boys. Retailing at 
$11.95 to $15.95, these boots are of 
lightened tan leather. 
boots in boys’ lines were not so big 
as formerly, but 
spottedly. 
tan leather, made to retail at 
to $11.95, were selling well in both 
size ranges—10 to 2 and 2'% to 6. 


Blacks Lead for Boys 


In casual boys’ wear, a hit at the 


to size 8 


from 
Engineer 
were selling only 


oil 
$9.95 


Boys’ lace boots in 


show was a sandtone buck leathe: 
three-eyelet tie, going up to size 9, 
made to retail at $8.95 to $9.95 
Black shoes are still No. 1 for boys 
through high school age, though tan 
grains and cordovan were being 
bought in volume. Large orders were 
reported for a quantone three-eyelet 
blucher in soft-grain in black, sizes 
oo to oa retail 


Step-ins, finger gore slip-ons, gra‘ 


made to for $8.95. 
desert boots and various types with 
Shu-Lok 


dered in quantity. 


fasteners were being or- 


Interest in teenagers’ needs was 
keen among retailers browsing from 
room to room. For high school age, 
there was interest in off-white littl 
soft 


bean styles and square toes, selling 


oxfords, bicycle oxfords, jelly 
50-50 in suede and smooth leathers 
Black and “dirty” 
bought for this 
lege girls, flats in Ripple soles are 
going in volume, with retail price 
set at about $8.95. Black suede and 
calfskin are still 
some cities, and there was much ac 
tivity in H-straps in a modified toe 
flat, a brushed leather “hook ’n’ eye” 
pump made to $6.95 
selling in Vicune, black and flame. 
[CONTINUED ON PAGE 233 


shades are being 


clientele. For col 


strong in 


loafers 


and 


retail at 
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Phila. Wholesalers Study ‘Center’ Proposal 


{CONTINUED FROM PAGE 21] 

In recent years the State and Fed- 
eral Governments have razed many 
buildings in the same area to make 
way for a mall north and east of his- 
toric Independence Hall. 

The redevelopment project that 
will uproot the shoe businesses is in- 
tended to “enhance” the mall and 
provide land in midcity for more effi- 
cient business operations, explains 
Paul A. Wilhelm, the city’s chief of 
industrial development. Office build- 
ings that blend with the historic 
neighborhood, and perhaps a federal 
courts building may eventually be 
built there. 

The shoe wholesalers, along with 
some 400 other property owners, got 
word of the impending project in 
letters from City Hall, hours before 
the newspapers told of the proposed 
redevelopment program. Although 
the letters were preliminary an- 
nouncements rather than eviction no- 
tices, they told the merchants they 
had about two years to go in their 
present locations and offered the 
city’s help in relocating businesses. 

In addition the letters pointed out 
that a long series of steps must be 
completed in Philadelphia and Wash- 
ington before the project can pro- 
ceed. A detailed study alone will take 
at least a year and a half. 

“The present proposal,” explained 
the letters, ‘“‘anticipates that Con- 
gress will appropriate the necessary 
funds, that federal regulatory agen- 
cies will approve the development 
plans to be submitted, and that City 
Council subsequently will authorize 
the specific redevelopment plans pro- 


posed.” 


U. S. Would Contribute 

Under the proposal, federal funds 
would cover two-thirds of the cost of 
the project, local money the rest. The 
state might chip in. 

The shoemen, momentarily dis- 
tressed when they learned of the 
plan, quickly became resigned to it. 
Their president, John Burns of Hood 
Rubber Company, invited the city’s 
Mr. Wilhelm to a dinner-meeting of 
the Associates a few days later. 

Meanwhile, the wholesalers were 
remembering the proposal that two 
of their number—Jack Gottlieb of 
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Ideal Shoe Company and the late Ed- 
ward Trachtenberg of Hill Shoe 
Company—had advanced three years 
ago. The pair, representing two of 
the largest wholesalers, had urged 
that local wholesalers set up a joint 
shoe center. 

“But the idea was met by apathy,” 
recalled the Shoe Associates’ spokes- 
man the other day. Now, however, 
the situation had changed. 

When the shoemen told their 
dream to Philadelphia’s industriai 
development chief, he said it sounded 
like a good idea. He told them the 
city would be glad to work with them 
in exploring the proposal. For a 
start he suggested they analyze their 
combined needs in the way of floor 
space, loading facilities, rail sidings 
and the like. 


Committee Appointed 

The Shoe Associates quickly named 
a committee to study the center idea. 
It includes Mr. Gottlieb, chairman; 
Philip R. Chapman, Hill Shoe Com- 
pany; Jacob Meltzer, Meltzer Shoe 
Company; Robert Glass, Alexander 
Rubber Company; Josh Kimmelman, 
Vanity Shoe Company; Morris 
Freedman, Freedman Shoes, antl 
Herman Fisher, Flex-Step Shoes. 

Two areas were mentioned as po - 
sible sites for a center. Part of the 
same redevelopment area might be 
cleared first to make way for the 
shoemen. Or, they might locate the 
center in the city’s growing north- 
east end, some 20 miles from mid- 
city but adjacent to an airport. 

In any case the wholesalers appear 
agreed that the idea deserves full 
study. There’s even talk that those 
who won’t normally be evicted might 
ask the city to shift the project’s 
boundaries and include them. That 
would enable them to sell their pres- 
ent properties without difficulty and 
gain the benefits of participation in 
the project. 

What physical 
center take? 

It might perhaps be a huge, mod- 
ernistic building—or two or three of 
them—with office space for all the 
companies in the front, plus ware- 
house and shipping facilities behind. 
Perhaps a railroad track might pass 
through. On the other hand, as Mr. 


form would the 


Wilhelm noted, it might be possible 
to refurbish two or three existing 
buildings in another end of the re- 
development area, for a center. 

The center would be something 
unique in the shoe industry, its back- 
ers say. In Philadelphia the only 
thing resembling it is a planned food 
distribution center soon to be built. 

The city’s industrial development 
chief calls the shoe center idea ‘the 
kind of imaginative business re- 
sponse I would like to see in all of 
our redevelopment projects.” 

Whether the idea is carried 
through, time wil! reveal. 


Spring °59 Shoe Lasts 
To Refine Pointed Toe 


NEW YORK—Refinement and per- 
fection of the extreme pointed toe 
and elongated look in women’s shoe 
lasts will mark spring, 1959, a last 
manufacturer has advised. 

“The extreme point has proven 
more acceptable at all price levels 
than anyone would have _ believed 
possible two years ago,’ declared 
David Serling, head of the Sterling 
Last Corporation here. “And we have 
not begun to see the end of the 
trend yet, despite the enormous suc- 
cess of these styles to date.” 

Mr. Serling spoke in his capacity 
as chairman of the Last Styling Ad- 
visory Committee of the Allied Shoe 
Products Show, to be held August 
3-6 in the New York Trade Show 
Building. Lasts on display there will 
be more symmetrical, he said, “‘with 
no bumps or angles to break the long, 
graceful lines leading to the toe. 

“It is more than just the new look 
that has made the new lasts so emi- 
nently successful,” Mr. Serling said. 
“Very important has been the ability 
of American lastsmakers to adapt 
the European-inspired styles into a 
fine-fitting piece of wood.” 

With the new lasts will come more 
variations of heel heights, the sty]- 
ing committee said. For daytime as 
well as dressy shoes, the 19/8 and 
versatile 21/8 heel will dominate. 

Women’s shoe business is tending 
to develop several new categories of 
shoes on the slender “little-little- 
heel” last, the committee said. Here 
the 12/8 heights will be featured. 
Makers of flat casuals will see new 
points—more so than at any time in 
the past two or three seasons, with 
the 8/8 heel leading. 
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New England Trade Group 
Opposes Further Tariff Cuts 


BOSTON —In telegrams to con- 
gressmen representing the New En- 
gland shoe states, the New England 
Shoe and Leather Association voiced 
its opposition to further tariff re- 
ductions. The messages, dated June 
2, said: 

“Directors of our association, rep- 
resenting 430 shoe, leather and al- 
lied companies employing 110,000 
workers in New England, many lo- 
cated in your district, (are) opposed 
to further reductions in tariff rates. 
1957 shoe imports reached all-time 
high of 11 million pairs valued at 
over $22 million. 

“Our association, therefore, re- 
spectfully brings to your attention 
its opposition to H.R. 10368 extend- 
ing Trade Agreements Act and au- 
thorizing the President to order fur- 
ther reductions in tariff rates.” 

Individual manufacturers and tan- 
ners have sent similar views to 
congressmen, the NESLA said. 
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12 Wholesalers Form 


NEW YORK — Twelve major re- 
gional shoe wholesalers, represent- 
ing the wholesale business through- 
out the U. S., have formed a new 
organization, the Association of 
Footwear Distributors. 

At their initial meeting in the 
Hotel Sheraton-McAlpin, members 
decided on a program of activities 
aimed at: 

(1) Educating the retailer and 
the public to the role of the re- 
gional in-stock wholesaler; 

(2) Standardizing a code of eth- 
ics for the regional distributor; 

(8) Encouraging and promoting 
wholesale shoe shows and salesmen 
training; 

(4) Exchanging information and 
ideas throughout the industry. 

Elected officers were George Ma- 
son, Dunham Bros. Company, presi- 
dent; Sam Sale, Solnit Shoe Com- 





400 Retailers at Denver Show Report ‘Business Is Good’ 


[CONTINUED FROM PAGE 21] 


A strong tendency was noted 
among children’s shoes toward more 
selected styling, yet buying was 
mainly in the quality lines. Japanese 
red shoes with Ripple soles are sell- 
ing in children’s Tapered 
lasts for children are being accepted 
by the trade, which also showed in- 
terest in little patent T-straps with 
gunmetal bow trim up to size 3. 
Lightness and softness of leathers 
have been accentuated in infants’ 
lines, where a “show-stopper’” was 
a “first-stepper” with stitching and 
extra pieces eliminated—a_ white 
softie made in only three pieces, in- 
cluding the tongue, with belting sole. 
This will retail at $4.95. 

Casuals and women’s lines brought 
the most enthusiastic response. 
While black was being bought in 
volume, much more interest was 
shown in browns from briar brown 
to dark brown, greens, harvest red 
(a blued red), grape and mulberry 
tones and some navy. One line re- 
ported No. 2 seller at the show was 
sage, bronzine and olivier green in 
cashmere suede pumps with 24/8 
silver heels, extremely pointed toe, 
with matching bag—both to retail 
at $16.95. More calf was selling for 
fall than normally in this region, 


shoes. 
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but suede (including silk suede) was 
far outselling calfskin. 

T-straps were ordered in volume 
in the metropolitan centers, closed 
pumps in the smaller communities, 
but in all areas demand was for 
more pointed than modified toes. 
Some interest was evident in the 
new walled toe. In heels, the trend 
was to the “little heels,” lower 
heights, taps or metal screws in sti- 
letto heels and 14/8’s to 18/8’s in 
the new T-straps. A “remarkable” 
response was made in dressy wear to 
a vinylite sandal with carved glass 
heels ornamented with rhinestones. 

Ripple soles in low heels and 14/8 
heels were selling in all lines. Sev- 
eral retailers from widespread areas 
bought, in volume, pumps and T- 
straps in black fern cloth, a com- 
bination number in red Sayonara 
and black, silk suede pumps in Pom- 
peil red, Genziana blue, Paris gray 
and beaver, accented by black bows. 

Volume seller at this show has al- 
ways been and again was soft and 
ornamented moccasins and casuals, 
which have been coordinated with 
bags and Indian dolls as retail sales 
boosters in resort areas. While reg- 
ular shoe stores buy basic moccasins 
and casuals, retailers in resort areas 
go for the more unusual and higher- 
priced lines. 


National Association 


pany, vice-president; Otto von der 
Hoff, of C. W. Marks, second vice- 
president; Nate 
Rosenberg, treasurer; 


Rosenberg, of B. 
Arthur Ries, 
of D. Myers, secretary. 

Member firms include: Ainsworth 
Shoe Company, Toledo, O.; Hurd 
Shoe Company, Utica, N. Y.; B. Ros- 
enberg & Sons, New Orleans; King 


GEORGE MASON 
Brothers Shoe Company, 
Tenn.; D. Myers & Sons, 
Modern Shoe Company, St. Louis; 
D. W. Peterman Company, York, 
Pa.; C. W. Marks Shoe Company 
Chicago; Northwest Footwear, Min- 
neapolis; Charles Meis Shoe Com- 
pany, Cincinnati; Dunham 
Shoe Company, Brattleboro, Vt., and 
Solnit Shoe Company, Los Angeles. 


Bristol, 
saltimore; 


Bros. 


Membership is expected to be 
opened to additional firms later. 
The group will meet again in No 
vember, just prior to the Popular 
Price Shoe Show, again at the Sher- 
aton-McAlpin, New York. 


NSMA Publishes Fact Book 
NEW YORK—tThe National Shoe 
Manufacturers 12th 
annual edition of “Facts and Figures 
on Footwear” 
lished. The book, an exhaustive com- 
pilation of statistics about the shoe 


Association’s 


has just been pub- 


and leather industries, is considered 
a valuable reference source. 

Merrill A. Watson, NSMA presi 
dent, said supplements will be issued 
in 1959 1960. 
year’s book are available by writing 


and Copies of this 


to the association, 342 Madison Ave., 
New York 17. 
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Chicago Ordering Points to Upturn 


by BERNICE DECKER 

CHICAGO—The annual Fall Shoe 
Market staged by the Midwest Shoe 
Travelers’ Association went on rec- 
ord as the group’s most successful 
show of the entire year. Business 
written and attendance the last week 
of May indicated that the shoe busi- 
ness in this area has reached a turn- 
ing point—and the direction is up- 
ward. 

Practically all exhibitors reported 
that orders placed at the show far 
exceeded those of the 1957 fall show 
and were also far ahead of business 
at other shows since. 

Retailers themselves were opti- 
mistic. Although they ordered cau- 
tiously, they did buy. Most of them 
wanted early delivery. Many more 
shipments for June and July were 
requested than ever before. Most of 
these were for the type of shoes they 
are usually willing to wait for until 
September. 

This situation was looked upon as 
an indication that inventories are 
down. Since retail sales have gone 
up during the past few weeks, re- 
tailers have found themselves light 
on sizes and styles. In fact, at the 
last show many bought only sizes. 
This they bought styles and 
did so well across the board. 

Exhibitors also noted that for the 
first time in some months retailers 
were not so price-conscious. They 
bought some promotional items but 
were more interested in covering 
their regular price brackets and 
staple requirements. 
this well attended 
show, it can be regarded as a fair 
indicator of the change of tempo of 
shoe in Chicago and the 
surrounding area. There was a wide 
geographical spread with both small 
and large towns in Iowa, Wisconsin, 
Indiana and Michigan, and 
into downstate Illinois represented. 
Chain stores, department stores and 
large and small family stores and 
specialty shops registered and their 
buyers made commitments. 

Downtown retailers indicated their 
spring business had lagged by about 
5 per cent but was showing an up- 
turn. Some outlying retailers, now 
in a healthy comeback from an 


time 


Since was a 


business 


clear 
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Easter lull, they were 
slightly ahead. 

Women’s and children’s shoes pre- 
dominated at the show. All types 
tended to follow buying trends al- 
ready established by major shows. 
For women, soft constructions and 
ribbed crepe soles were the impor- 
tant walking type. Pumps were the 
strongest, but there was more in- 
terest in ties. The same soft, flexible 
constructions predominated in dress 
shoes. Here, too, the pump reigns 
but the T-strap is edging in fast. 

The mid-heel continued to show 


reported 





Midwest Travelers Choose 
New Officer and Directors 


CHICAGO — Several changes have 
been made in officers of the Midwest 
Shoe Travelers’ Association. Because of 
the resignation of Joseph Morelli as 
secretary-treasurer, Jerry Camras has 
been elected to fill that position. Two 
directors have been named to fill va- 
cancies left by the resignation of Mr. 
Morelli and Neil Shepherd. They are 
George E. Weinbrenner and Norman 
Canty. Al Friedman has been elected 
chairman of the board. 





its strength. Plush pig in black, to- 
bacco and high colors of red, orange, 
and olive green, a mid-heel with an 
elasticized forepart, and square toe 
flats were active highlights. 

The show was particularly good 
for children’s shoes, with a _last- 
minute rush to cover back-to-school 
requirements. In the better price 
brackets retailers were looking for 
good all-purpose shoes, suitable both 
for dress and school. They weren’t 
as anxious to buy the “extra pair” 
type as the reliable staples which 
can be re-ordered from instock de- 
partments. 

Desert boots have gained strength 
for boys, and in all sports types gray 
is exceeding dirty buck. Red leads 
in welt straps. Saddles continue to 
hold up as year-round sellers and 
are consistent instock sellers. 

In girls’ dress shoes, black velvet 
is first, followed by patent and black 
calf with T-straps the favored pat- 
tern. T-straps also carry over into 
flats, with black kid, black 
suede and black velvet selling, in 
that order. 

In men’s lines the trend at the 
show increased for casual and sports 


dress 


types. Slip-ons, hand = stitch-and- 
turns in two and three-eyelet ties, 
unlined Italian silhouettes, concealed 
gore types and alligator calf were all 
important. One of the biggest style 
changes in evidence was the growing 
acceptance of the narrow French 
toes in slip-ons, two-eyelet ties and 
gores, chiefly in overlay patterns. 

In heavier types, genuine seal was 
reported replacing Scotch grains. 
There were lots of orders for cor- 
dovan shoes due to the shortage of 
this particular leather. Brown was 
also seen to be gaining. 


April Output Drops 12 Pet.; 
But New High Is Due for May 

WASHINGTON, D. C. — Produc- 
tion of footwear in April amounted 
to 46.4 million pairs, the Bureau of 
the Census estimates. This total is 
12 per cent below the 52.7 million 
pairs produced in April, 1957, and 
11 per cent below the 52 million pairs 
produced in March, 1958. 

The Census Bureau’s adjusted in- 
dex of footwear production (1947- 
1949 equals 100) for April, 1958, is 
106, compared with 114 for March, 
1958. 

(In New York, meanwhile, the 
National Shoe Manufacturers Asso- 
ciation estimated that May output 
would reach 50 million pairs — 1.3 
per cent above the 49,339,000 pairs 
of May, 1957. That would be a record 
for the month and a reversal of the 
usual seasonal trend. In other years, 
May production declined materially 
from April. 

(The upturn was thought to re- 
flect stepped-up ordering by retailers 
who had been reducing their stocks 
in the early months of the year 
despite sustained sales.) 

Including the May estimate, shoe 
production for the year’s first five 
months 250,300,000 pairs, as 
compared with 259,676,000 pairs in 
the same period last year. 


was 


International Cuts Dividend 
ST. LOUIS — Directors of Inter- 


national Shoe Company have de- 
clared a reduced quarterly dividend 
of 45 cents on the company’s com- 
mon stock, payable July 1 to stock- 
holders of record June 13. Henry 
H. Rand, president, said, “The re- 
duction from the previous quarterly 
dividend of 60 cents was due to the 
general economic situation and the 
need for conserving cash.” 
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Lawrence Fina is tanned twice 


Dr. Posner's Scientific Shoe for little girls. Sturdy construction, convertible swivel strap 
that can be worn over the heel or instep. In rich Lawrence Fina, red, navy, black, or gra 


Lawrence Fina — the ideal leather for children’s shoes. Tanned once to wear well through scuffs and 
scrapes, tanned again for deep luster and smooth grain. Shoes made of Lawrence Fina look better... 
wear better . . . cost less and mean more shoe sales for you. 


Other ‘“‘tanned twice’? Lawrence Leathers are KEENA and MELGO. A.C. Lawrence Leather Co., 
a division of Swift & Company (Inc.), Peabody, Mass. 


ie 
rOnC?_ ULQL ... the better part of better shoes 
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1. After the upper is sewn, seams 
and needle holes are sealed with a 
self-vulcanizing adhesive. A metal 
last is then placed in the upper. 


Here’s how to make a 


With Sylflex leather, sealed upper seams 


Only leather with Sylflex”™ ? 


gives you these added advantages : 3. The finished shoe is removed from the 


mold, completely sealed at seams, stitch- 

ing and soles. Excess sole material is 

@ Stays flexible, even after wetting — removed, the shoe is inspected and 
won't curl , packaged. 


@ Free-breathing comfort 


@ Easy to keep clean; just wash with water 


Waterproof shoes of Sylflex leather are 
now being made by Endicott Johnson Cor- 
poration, The Safety First Shoe Company, 
Inc., and the Lone Star Boot Co., Division 
of Ranger Boot and Shoe Manufacturing 
Co., Inc. Sylflex leather is available from 
Armour Leather Company, Eagle-Ottawa 
Leather Company and A. C. Lawrence Com- 
pany. For details, write: Dow Corning Cor- 
poration, Midland, Mich. In Canada: Dow 
Corning Silicones Ltd., Toronto. 


**T_M. Reg. Dow Corning Corporation 
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2. The upper is placed in the mold, where hy- 
draulic pressure and heat shape t!:e sole and 
create a firm bond between the Sylflex upper 
leather and the rubber sole. 


waterproof leather shoe 


and vulcanized construction 


4. The Sylflex shoe tester 
“walks” the shoe under water. 
Each flex of the leather is 
recorded automatically and, 
as the first drop of water 
penetrates the shoe, the con- 
trol stops. Shoes made with 
Sylflex leather and vulcanized 
construction have been flexed 
more than 25,000 times with- 
out water penetration. 
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*Shoes are regarded as waterproof by the we 
stay dry after walking in water. 





SMAN BOOTS 


100% WATERPROOF GUARANTEED 


A Division of 


4 The Ranger Boot 


No. 2500 — 10” Golden Tan “STA-DRI” Sports- 
man Boot, plug toe, square brass eyelets, 
rawhide leather laces. (See cut-o-way illus- 
tration for construction details 


Sizes 6-12 including ‘2 sizes. ..C-D-E widths 


No. 2550--Same as 2500 except fully insu- 
lated with finest insulation material to 
ward off cold 


Sizes 6-12 including ‘2 sizes...C-D-E widths 


Cal 


No. 2600 — 8” Golden Tan “STA-DRI” Sports- 
man Boot with plain toe, square brass eye- 
lets, rawhide leather laces. (See cut-a-way 
illustration for construction details 
Sizes 6-12 including '2 sizes 
C-D-E widths 


No. 2700 —Same as No. 2600 except fully 
insulated to keep feet warm in coldest 
weather 


Sizes 6-12 including ‘2 sizes.. 


B C.D-E widths 
q a 


No. 2650 — 8” Golden Tan “STA-DRI” Sports 
man Boot with Moccasin toe, square brass 
eyelets. (See cut-a-way illustration for all 
construction details 
Sizes 6-12 including ‘2 sizes 
C-D-E widths 


No. 2750-Same as No. 2650 except fully 
insulated to keep feet warm in coldest 
weather. Sizes 6-12 including 
C-D-E widths 


2 sizes 


=< 


STA-DRI" Golden Tan 
All features illustrated in cut 


No. 2800 — 8” Wellington 
Sportsman Boot 
a-way illustration 
.. C-D-E widths 


Sizes 6-12 including ‘2 sizes 


No. 2850 — Black 8” Wellington “STA-DRI 
man Boot all features same as No. 2800 
Sizes 6-12 including '2 C-D-E widths 


Sports 


sizes 


and Shoe Manufacturing Co., Inc. 





Demand for a completely waterproof boot, 
by hunters, fishermen, and all men who 
work or play in the great outdoors, has 
long gone unsupplied. 


Leathers could be waterproofed by satura- 
tion with oils or other heavy sealing prop- 
erties but at the loss of breathability, 
thereby causing feet to heat and swell. 
Also, even though the leather may be so 
treated as to be waterproof, actual con- 
struction required the leather be punched 
and stitched and sewed together, this 
made them vulnerable to leaks after only 
a minimum of exposure to water. 


Frequent flexing and walking in water 
inevitably allowed leaking to occur in 
even the best constructed footwear. 


Now, however, a new tanning process 
using the famous Dow-Corning “Sylflex” 
waterproofing ingredient makes the 
leather unqualifiedly waterproof and also 
retains the leather’s breathability. 

To add to this exceptional quality of 
leather, Lone Star is using an astounding 
NEW AND IMPROVED method of shoe 
making development that absolutely 


= WESTERN Ss 
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100 WATERPROOF / 


THE GREATEST 
DEVELOPMENT IN 
SHOE MANUFACTURING 
IN 100 YEARS 


assures a boot that is, and will remain 
waterproof. 


Simply stated, this revolutionary process 
involves the moulding of a rubber sole 
and heel to a leather upper and bond- 
ing it so securely that there is no possi- 
bility of moisture leakage at the sole edge. 
In addition, all seams are treated with a 
special compound that makes them abso- 
lutely waterproof. 


Exhaustive tests by testing laboratories 
and brutal wear tests have proved conclu- 
sively the superiority of this new process 
over conventional shoe making methods. 


Lone Star has created in this new “STA- 
DRI” Sportsman Boot a product of unpar- 
alleled comfort, handsome, rugged and 
completely waterproof...the perfect 
answer to all your customers demands... 
the perfect boot to increase your shoe 
volume and profits. 

So don’t delay, order your stock of “STA- 
DRI” Sportsman Boots today from these 4 
great patterns that will catch the fancy of 
every man. 


Address all orders and inquiries to 


BOOT CO. \4, 
OT CO As 


= GR Be 


401 Merchandise Mart, Dallas, Texas 
A Division of 
The Ranger Boot and Shoe Manufacturing Co., Inc 


DALLAS 


6 important points that make “STA-DRI” 


boots absolutely waterproof and an 


outstanding boot value. 


100% waterproof 


Thoroughly moisture 
proof sealed at all stitch- 
ing points. Silicon treated 
Nylon thread. 





leather tanned with 
famous “Sylflex’”’ 
waterproofing com- 
pound which retains 
the “breathability” of 
leather. 


Fully leather lined with 
soft, comfortable glove 
leather. 


Grain leather innersole 
double thickness at 
heel and arch. 


6 months full wear guaran- 
teed rubber sole with non- 
skid tread design. The 
longest guaranty in the 
shoe industry. 


Sole and heel welded to 

upper by new patented 

process that fuses by heat 

and pressure to form one 

unit, eliminating all mois- 
m. ture penetration. 
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MUNA .. . sweet- 
beautiful styling 
with swept back 
vamp and grey fin- 
ish give this shoe a 
slim look. 


ROWENA ... this 
shoe is extra smart 
with its trim on 
vamp and_  detach- 
able strap in 
black patent. 


CURT ... a stylisa 
dress moccasin in 
smooth black leather 
with an unusual 
grain plug. 


: to 
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another NEW development... 


LINED 


Tyron —Tyer’s chip-proof, crack-proof plastic 

footwear is loaded with important selling 

features. 

Features such as anti-slip outsoles, top quality 

plated hardware and colorful, attractive pack- 

aging —in addition to the new Velvetex lining 

on Cascades, Pulleze and Hi Metros — give the 

Tyron line outstanding saleability. Other 

Tyronitemsinclude Tyron DeLites —a fashion The entire Tyron line offers excellent profit 
rain boot for women; and Tyron vinyl plastic opportunities. Send coupon at right for com- 


“rubbers” for men, women and children. plete information. 
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Tyer’s “top three” Tyron Vinyl Boots now feature Velvetex, 


a fabric-like lining that can rocket your plastic footwear sales! 


® WARM, SOFT, COMFORTABLE FEEL... The luxurious feel of Velvetex lin- 


ing puts the Tyron “top three” in a class by themselves for quality and appeal. 


® EASY ON-AND-OFF... This single feature makes popular priced Tyron footwear 
hard to resist. 


These [YYOR styles now feature the new Velvetex lining: 


This smart new fashion boot hasa_— Attractive waterproof boot. Avail- Rugged, cleat-soled boots for Men 

moderately pointed toe to accom- — able for Women in White, Black and Boys. In Black only. Sizes: 

modate all shoe styles. Available © and Brown; Sizes 4-10. ForChildren | Men’s 6-13, Boys’3-6, Youths 11-2. 

in two heel heights: EX HIGH 19/8 — and Girlsin Red, White and Brown. 

to 23/8 and MEDIUM 13/810 18/8, Sizes: Misses’ 13-3, Child’s 7-12. 

and two colors — Beige and Black. 

Sizes 4-10. All Tyron styles are shipped from Andover, Mass., New York City 
and Middleport, N.Y. Regular terms and freight allowances. 


Fit the whole family —with Tyer! Tyer now offers complete lines of rubber, plastic and canvas footwear for 
men, women and children, plus an extensive line of sporting footwear and accessories. 


TY E R Piller Onpeny 


ND-OV ER, MAS S AC H 


TYER RUBBER COMPANY, Andover, Mass., U.S. A. 


Please send me {_] Complete information on the new TYRON line. 


(J Rubber footwear price list. (_] Canvas footwear price list. 
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“,..S0 versatile we use it in 
15 different styles,"’ says 
MR. A. WEINMAN, President, 
FIVE STAR FOOTWEAR Co., 
Long Island City, New York 


“Talon 

Shu-Lok 

fastener 

biggest single shoe feature in 40 years 


“The Talon Shu-Lok fastener is the biggest single shoe feature we 


have had in 40 years of doing business. It has been an important 
part of our merchandising plans for this season. In fact, it helped 
boost our production to an all-time high. Another important advan- 





tage is its versatility. It can be applied to more shoe patterns than 
any other closing device.” snap 
Why not use this once-in-a-lifetime improvement in a complete cOCtOee 


range of styles to improve sales . . . please customers. 








TALON, IN¢ SHU-LOK FASTENER DIVISION, MEADVILLE, PA 


Boot and Shoe Recorder 





Inflation, not recession, will be the problem before the 
year is out, Administration financial experts think. 


Three bills to prohibit cut-rate retailing are 
receiving a cool Senate reception and are not 
likely to pass this vear. 


Some imported sneakers will soon cost more. 
Sadliak bill on imported rubber-soled footwear 
has passed both houses. 


Baker Reporting from WASHINGTON 
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Inflation, not recession, is likely to be the nation’s foremost economi: 
problem before this year is out. This apparent contradiction is entirely possible. 
according to the Administration’s top financial experts. 

Here’s what’s happening: Congress, fired by election-year zeal, is going 
overboard in setting up new spending schemes. The Treasury, faced with 
sharp rises in demands for cash to pay for these new projects, has returned 
to deficit financing. As a result, the amount of money in circulation has in- 
creased substantially. 

Congressmen of both parties are impatient to end the recession. Expert: 
have explained to congressional leaders that recovery is already under way. 
But this is difficult for a jobless worker or a politician in a tough campaign to 
understand. They are demanding action immediately. 

Result is that Congress, by voting extra billions for military procurement. 
for highways, for unemployment pay, and for public works may have already 
given the patient too much medicine. Several members of the influential 
Federal Reserve Board think this has already happened. If they are right, 
well see another round of rising prices, rising wages, and rising costs in the 


fourth quarter of 1958. 


Three Senate bills. all designed to prohibit cut-rate retailing, are receiving 
a cool reception, Despite the urging of their sponsor, Sen. Hubert Humphrey 
(Minnesota Democrat), it’s unlikely that any of the three will be enacted into 
law this year. But the outcome will depend partly on reaction from the trade 

Here is the substance of the three Humphrey bills: 

1. “Fair trade” would be established on a federal basis. All retailers would 
be compelled to retail their merchandise at prices fixed by the manufacturers. 
Price-cutters subject to federal prosecution. 

2. Loss-leaders would be prohibited by federal law. No_ retailer could 
retail any product at less than his delivered cost. “Delivered cost” is defined 
as invoice cost, less discounts, and includes all transportation costs and ap- 
plicable taxes, 

3. All retail sales at “unreasonably low prices” would be banned by 
federal law. Government investigators would decide what are “unreasonably 
low prices.” 

Public hearings on these bills are scheduled for June 23, 24, and 25. I 
any of these bills would affect your business, write your senator or contact 
the Senate Smal] Business Committee and let these men know your opiniow 
of these bills. 


It’s going to cost more to bring some imported sneakers into the United 
States. 
A new law makes it clear that imported rubber-soled footwear with fabric 


uppers is dutiable at the tariff rates applying to non-leather, rubber-soled 
(OVER) 





Report from 


Workers kept out of plants by force can now 
sue unions for lost wages and damages. Su- 
preme Court rules. 


“The demands of our defense budget will be- 


* 
WASHINGTON tricia conor ot the economy”: Sey. McElroy. 








footwear, and not at the tariff rates applying to leather footwear, which are 
lower. 

The bill (H.R. 9291) was sponsored by Rep. Antoni Sadlak, R., Conn. It 
was backed in its trip through Congress by U. S. manufacturers of sneakers. 

Up to now, some importers of non-leather, rubber-soled footwear claimed 
for tariff purposes that their goods were “leather” shoes, thereby enabling 
them to claim the lower rates of duty applying to leather shoes. But the 
leather in these shoes was limited to such items as patches, tongues, eyelets, 
or similar portions, 

The new law goes into effect at a date to be specified by the White House, 
but in any event not later than September 1, 1958. Originally, the cut-off date 
was set in the House of Representatives at July 1. But the House agreed with 
the Senate that an additional 60 days should be provided so as to give the 
State Department enough time to work out trade agreements with the affected 


nations. 


Workers who are physically restrained from entering stores or plants by 
pickets may properly sue the offending union for lost wages and other damages 
in the state courts, the U. S$. Supreme Court has ruled. 

The high court also holds that workers expelled by their unions under 
these conditions must, upon application, be re-instated by their unions. 

As a result of these two new rulings by the Supreme Court, it’s expected 
that unions will go slow in trying to keep workers from passing through picket 
lines. Union lawyers are complaining that too many such lawsuits could 


bankrupt some unions. 


Business management is going to find it less and less possible to make 
its own production decisions in the years ahead. More rigid controls exercised 
by Washington are the reason. There’s not only no lessening of existing federal 
control over U. S. business and industry in sight, but a greater volume of 
bureaucratic orders from Washington will tend to force management to con- 
form to decisions made in Washington, and to forget some of its own ideas 
concerning the production and marketing of industrial output. 

The strengthening of federal controls comes about so gradually that it 
isn’t always noticeable. But today, for example, almost every major federal 
control program—except consumer price control—administered during World 
War II and again the Korean War is still in effect. (Production controls, 
renegotiation, high taxes, stockpiling all are in effect and there are no plans 
to abandon any of these.) 

And more controls are coming, according to Defense Secretary McElroy, 
the Administration’s chief spokesman on military matters. Here’s what he says 
about the years immediately ahead: 

“The demands of our defense budget will become such that this nation 
will face eventual rigid control of the economy. 

“I am stating this as more than just a possibility.” 

Point is, this eye-opening prediction comes not from an_ irresponsible 


politician, but from a man who—along with the military chiefs of staff—knows 


more than any man in Washington about the current and future demands of 
the U. S. His words carry much importance. And it is significant that he 
[CONTINUED ON PAGE 68] 
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NOTICE! 


a new profit opportunity 





KIWI Goes to 29° 


(Kee-Wee) 


For the first time in a decade of ever-rising costs, in order to main- 
tain the KIWI high standard of quality, we must raise the retail 
price of KIWI Boot Polish from 25¢ to 29¢. 

This retail price increase means that you, the retailer, can 


BUY NOW! 
Make extra profits on your 
inventory on hand Aug. 1st, 1958 


(including your purchases to that date.) 


This advance notice is being published far and wide to give every- 
one an equal opportunity to share in these extra profits. 

Stocks at the old price are limited and allocated to wholesalers. So, 
in fairness to all, we suggest that you get in touch with your jobber 
promptly to get your share of these extra profits. 

New price stickers—gummed and printed—for use after August Ist 
are available free. Tell your wholesaler how many you need. Or 
write: 


IEW /E Polish Co., Pottstown, Pa. 


FOR THE RECORD 


As you know, KIWI is the original 25¢ polish—the brand that brought a 
higher standard of quality to the industry; and more important, KIWI 
was the first to establish your present high profits on shoe polish. 
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UNIFORM QUALITY 
DOESN'T JUST HAPPEN 


AT JOHN R. EVANS & COMPANY 


Glazing process is focal point of Quality Control 


This is the process to which every previous step in tanning leads (with the exception of 


skins for suedes). The people who operate glazing and polishing jacks must be per- 
fectionists. Evans quality standards require that no kidskin leave this department with 


less than a perfect finish. 


The experienced eyes of Joseph 
Parsky decide which skins meet 
Evans’ high quality standards, which 
ones must go back to the glazing 


The lustrous finish and suppleness of Evans Ruby (black) 
Kid contribute to the design of Barette, an Enna-Jettick 
shoe. Dunn & McCarthy has relied on the uniform quality 


of Evans Leathers for many successful years. 


JOHN R. EVANS & COMPANY 
1857 *« Camden, New Jersey « 1958 


The House of Uniform Quality Leathers 
A Member of the Kid Leather Guild 














If you sell the shoe industry. . 


Here's Why! 


Advertisers in Boot and Shoe Recorder reach 2,221 more retail subscribers 
(buyers) per issue than next publication. 


Recent study* reveals retailers of men’s, women’s, children’s shoes, work 
shoes and accessories receive more help from Boot and Shoe Recorder than 
from next publication. 


A study among shoe manufacturers reveals Boot and Shoe Recorder is more 
intently read for its advertising pages than next publication. 


One-time, page advertisement in Boot and Shoe Recorder costs almost 50% 
less than next publication (per thousand readers). 


* National Analysts, Inc. 
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you can sell best in 


BOOT and SHOE RECORDER 





... long the publication of authority serving every phase of America’s 
$414 billion shoe industry. Published on the 1st and 15th of every month, 
it accurately reports all up-to-the-minute news of the industry, mer- 
chandising developments and fashion trends, and many other interests of 
the trade. Its faithful audience of more than 22,000 readers includes the 
buyers, merchandising managers, and other executives in leading inde- 
pendent retail shoe stores, chain stores, department stores, and manu- 
facturing organizations — the people who decide and buy. 
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The Most Exciting Wholesalers Show In Years 
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NEW YORK — 
SHOE WHOLESALERS 


MARKET WEEK 
and 


OPEN HOUSE 
JUNE 29 through JULY 2 


ANA 








There's an exciting fall season in the offing. EXCITING new styles 


Women's, men's and children's shoes al! have the EXCITING new promotions 


fresh new look that means extra sales. EXCITING new merchandise 


See the styles that will make this your biggest fall features 


season ever. EXCITING open house 


Learn all about the promotions that will be shown 


Hospitality sessions 
to make it so. 


9 a.m.—6 p.m. 
This market week is a must for all alert retailers. FREE PARKING 


We'll be looking for you. 








a 


NEW YORK SHOE WHOLESALERS ASSOCIATION 


DUANE, READE, CHURCH & WEST BROADWAY NEW YORK N. Y. 
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A. Women’s Double Crest; B. Children’s Indian Design; C. Men’s and Youths’ Argyle; D. Women’s Low-Cut; E. Youths’ 
Low-Cut; F. Little Angel Baby Ripon; G. Children’s Mickey Mouse. 


LOOKS LIKE Here are sales-zooming styles from 
Ripon’s complete line of Slipper Socks 


A. FABULOUS FIAT IL for the whole family. Send for Ripon 
Funtime Footwear catalog, 1958 fall 
... AND WINTER, TOO! gpa, 


and winter edition. 


s ® 


RIPON KNITTING WORKS, RIPON, WISCONSIN 
Branch Oftices: New York, Chicago, Los Angeles, Detroit, Seattle 
Dallas. tn Canada: Forest City Knitting Co., London, Ontario 
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Heydays do not just Stop Sagging Sales, Piddling Profits 


and Consumer Acceptance whose Slip is showing. 


Heydays builds above store averages in mark up, turn over and sales. 


Nor is this “an order seeking claim”; it is an actual observation. 


Heydays is the first with new things; one of the longest 
single lines in America; with more color and materials in it 
than just about any other line you can name. 8 materials a total 
of 32 colors are in stock now, in 31 patterns — a total of 78 


shoes, over 70,000 pairs — that’s Heydays stock department. 


Retailer’s success with Heydays is no accident. 


PIERRE 

Stocked in multi-brown suede 
(chestnut - java -nougat): 

Also, combination of red, blue, green, 
beige, hornback, (Bags te match) 


HEYDAYS -SHOES INC. © 2032 LOCUST STREET * SAINT LOUIS, MISSOURI 
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Voi ce of the Trade 


“Buy shoes with a future, not with a 
HERBERT LEVY, 
women’s shoe buyer at The Smart 


“All 


often shoe retailers are prone to re- 


past,” 


say Ss 


Shop in Houston, Texas. too 
huy the best selling shoes from the 
past season. But, | feel that in a style 
transition such as we're in we 
should be looking ahead for tomor- 


row’s important shoe.” 


SAM PEDOTT, men’s shoe buyer at 
O'Connor & Goldberg, Chicago, says: 
Price will be an important factor in 
But that 
doesn’t mean that we can forget style 


shoe selling from now on. 


and value. More than ever, promo- 
tions will mean something new 
shoes that will make men want to dis- 
card the shoes that they are wearing. 
If we can come up with attractive new 
styles, at prices the public can afford 
to pay, we will do business. This is a 
period which requires steady concen- 
tration on producing good styles.” 


% 


“Fashion-wise, lasts are becoming 
pointier; heel heights are going down 
and straps are becoming more impor- 
. not only T-straps but instep 
and assymetrical strap,” SID 
BERK of Degas and Sabrina Shoes in 
Boston, Mass. 


“For fall. shoes will be more colorful. 


tant 


says 


with not too much interest in blue. 


and more interest in green than in 


the past. 
“We have had a very substantial in- 
crease for spring and it looks as 
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though we'll have an increase for fall. 
Overall, | look for good business this 
fall.” 
* * * 

“| believe alligator shoes will be in for 
a profitable season this fall,” says 
SIDNEY ROVIN, buyer of women’s 
shoes at Giles in Jackson, Miss. He 
explains: “Many women wanted to 
buy a new pair last year, but were 
waiting to see if the pomted toe was 
here to stay before investing that 
much money. 

sil- 


that the closed 


houette will still outsell all other sil- 


“I also believe 
houettes. First will be the opera pump 
and next will be the instep or T-strap. 
Of course, the pointed toe will be in 
greater demand than ever before. 

“As for color this fall, black will still 
be the number one color for us, with 


tones of browns and then reds and 


blues.” 


* % 


It's a man’s world; but when a bright 
gal comes up with a very good idea. 
she crashes the “barrier.” 

the Stacy 
{dams Company of Brockton, Mass.. 
using the slogan: 
Ought To Be In Our Shoes” 


its advertising and sales promotions. 


During past two years. 


has been “You 


in all of 
Surprisingly enough, the phrase was 
not coined by the company, nor even 
Actually, it is 
the brainchild of Louise Damon, copy- 


the account executive. 


writer with Doremus & Company of 
Boston, advertising agency for Stacy- 
(dams. She created it as a caption for 
an ad and it proved so successful that 
it was trademarked and adopted as a 
full-time slogan. The appeal of the 
slogan is credited as directly responsi- 
ble for some of the high readership 
ratings reported by surveys from some 
of the ads as they have appeared in 
national publications. 

Miss Damon has worked on the Stacy- 
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RECORDER 


Adams account since she joined the 
agency five years ago. In addition to 
copywriting for S-A, she writes for a 
variety of consumer accounts 

using a light approach, that has been 
very effective in getting the message 


across to the consumer. 


the Paris collections 
don’t call it the Chemise .. . 
all likely that skirts will suddenly drop 
to the floor or billow out to tremen 
dous fullness,” HELEN JOSEPH, shoe 
fashion director for the Popular Price 
Shoe Shou She 


tinued: “I think we can be quite cet 


“Even if next 


it isn’t at 


said recently. con 
tain that the present length and shape 
of skirts, which are the most signifi 
cant factors in dictating the look of 
shoes, will not change enough to out- 
date shoe fashions already planned 
for fall-winter. 

‘These are the shoe ideas we recom 
mend: High rising throat treatments, 
ties, instep straps, T-straps. Newest of 
all is the low ankle strap .. . just get- 


All these are 


rals’ to balance the leggy look. Pumps 


ting under way. “natu- 

will be first but a variety of patterns 

diversifies the closed toe, closed back 
to create multiple sales opportuni 

ties. 

have become and 


“Customers more 


conscious of what is fashion 
They 


‘shoe for the occasion.’ 


more 
learned to buy a 
For 


and casual clothes consumers are most 


right. have 


daytime 


receptive to the lower heel. For dress 
up and after five, they still want a 
thin, high heel. 

“Shoes fall 


reasons : 


next will have eood 


sound fashion 





“Popular price merchandise, in gen- 
eral, will probably show better figures 
than last year.” says LOUIS FRIED, 
president of National Shoe Stores. 
“About five per cent better, on the 
whole. Last year, the tendency was 
to grade up. This year, with talk of 
the recession—-when consumers are 
economy-minded and think in terms 
of retrenching—they are more apt to 
switch to the next lower price level. 
“The outlook for summer business is 
bright and we are planning to ac- 
celerate our selling renew oul 
efforts to give our customers the ut- 
most satisfactions in style. value. fit 
and service.” 

“High styles and the latest fashions in 
children’s and teen-age shoes are be- 
exceedingly important sub- 
says DAVE WOLFERT. 


manager and buyer of children and 


coming 


urban-wise,” 


teen shoes at Kara-Vel’s in Houston, 
Texas. 

“The past year and a half (since we 
have been in our suburban location) 
has proved this fact to us. Our cus- 
tomers tell us they don’t want to fight 
the downtown crowds and yet they 
want more than just fit for their chil- 
dren’s shoes. They want style, as well. 
“We also carry corrective type shoes 
at Kara-Vel and I feel that both 
these high-styled shoes can be sold 
successfully in a good store, if mer- 


chandised and managed properly.” 
+ ¥ 


“There is a huge backlog of consumer 
demand waiting to be tapped,” said 
KEN HAAGENSEN, president of the 
Public Relations Society of America 


in a recent speech he made in 


Denver. “Not enough effort is being 


put into selling goods, no matter what 
“This 


lack of aggressive selling is so bad. 


the goods may be,” he said. 
the average man has to carry a silver 
dollar around with him. You need it 
in most stores to bang on the counter 
and break up the conversation among 
the clerks so one of them will serve 
you, Too firms are 


many sitting 


around waiting for customers to 


come in.” 

Mr. Haagensen emphasized the need 
of good public relations and public 
relations counseling to help end the 


current business recession. 
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Profile .... by ESTELLE G. ANDERSON 





E knew that if we could corral Sam Perling of the Georgia Shoe 

Manufacturing Company just long enough to be briefed on some 

biographical and business background facts, we could come up 
with a story that would be most interesting to our readers. His success is 
phenomenal and stems from a first-hand knowledge of “hard, hungry times” 
and a determination and drive to do something about it. 

He didn’t just land on top. He got there by dint of hard work, the 
courage to take chances and an innate knack for recognizing “a good 
thing” and adapting the latest, progressive ideas to his own product. 

Sam Perling didn’t start out as a manufacturer of work shoes. Actually. 
he hailed from a dairy farm in Minnesota and was more familiar with 
those sounds and chores than the click of the factory machines. He went 
to school in St. Paul... “all the way through . grade school.” When 
his father switched from dairy farming to the cattle business, Sam switched 
right along with him . . . buying and selling cattle. Then came the depres- 
sion and the bottom dropped out of everything. Cattle were so cheap, you 
couldn’t give them away. He recounted an incident when he had to take 
a herd from St. Paul to Buffalo, New York, and all along the way he could 
see the animals getting leaner and leaner every day. 

At about this time, Sam decided to try his hand at something else. He 
traveled as far as Detroit, Michigan. Went to work for a baking company 
at $40.00 a week, as a trouble shooter. But, the depression didn’t abate. 
People didn’t even have enough money to buy bread. Things got so tough 
at the factory, they cut Sam’s salary down to ten dollars a week. Soon 
there wasn’t enough work to go ‘round and they couldn’t pay the ten dollars. 
Many were the times when Sam went hungry. The anecdotes and remi- 
niscences of that period (which he interjected as asides) were fascinating. 
Wish we had the space to set them down. 

At any rate, he left the baking company and Detroit and went on to 
Atlanta, Georgia, where he got a job with a wholesale shoe house at $75.00 
a month. He waited on customers and did a score of other chores. Finally, 

[TURN TO PAGE 74, PLEASE } 
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lim-Trim as a Saber 








Slim and trim as a saber is this comfortable and correct: moccasin 
blucher with pointed, yet slightly squared toe. A. strictly custom 
treatment combining Continental trimness and the classic mo¢ 
casin pattern, the styling features a hand butted and hand sewn 
apron and overlay on a lace stay richly set with bold saddl 
stitching. The sole is close cropped. The color is a mellow tan 
with bright, bootmaker finish. Light as a feather. and flexibl 
as a fine Toledo blade, this dressy custom style has the distinction 
io make it a pace-setter for seasons to come. 


For further information, write BOOT AND SHOE RECORDER 








Top, left to right: Dressy, 
“fur”-trimmed, water -repel- 
lent suede boot on shaped 
18/8 heel and ribbed crepe 
sole, a Golo Boot. Formal 
town “fur”-trimmed suede 
boot on cuban heel, by 
Desco. Bottom, left to right: 
“Sleigh Bells,” spotted “fur” 
collar on black suede boot 
with medium shaped heel, 
by Moxees. Slim high heel 
and satin trimming on black 
suede boot, with genuine 
lambs’ wool lining, a Brev- 
itts-American. All four boots 
warmly lined. 


Below: Top. left to right: 
“Tally-Ho,” low-cut, fleece- 
lined kiltie tongue boot with 
slide fastener, by Sandler of 
Boston. Two-eyelet, low-cut 
boot, designed especially for 
leotards, an Old Maine Trot- 
ter. Bottom, left to right: 
Two-eyelet low boot in 
water-repellent pigskin on 
Italian type teardrop heel 
and ribbed crepe sole, with 
nylon fleece lining, by For- 
tunet. “Friar Boot,” a very 
low bootie with ghillie side 
lacing and ribbed crepe 
sole, by Oomphies. 


There’s a Boot  vusmuum 


For Avery Woman 


HIS coming winter 1958-59 
looks as though it would be the 
Year of the Boot. But that 
doesn’t mean any one or two types of 
boots but a wider range than we ever 
remember before. Growing more and 
more popular is the idea of boots for 
town wear, usually in dressy suede, 
trimmed, on medium or high heels. 
European women have been wearing 
such boots for years and have been 
glad to keep them on indoors in their 
ill-heated houses. Without such a 
need for indoor warmth, American 
women have been slow to adopt this 
kind of boot. 
Lined winter boots to us have been 
sturdy country types, worn over socks. 
nothing that a well-dressed woman 





Left: Top, left to right: Practi 
cal boot for rugged weather, 
with high pile lining, “fur” col- 
lar to be worn up or down and 
ribbed crepe sole, by Huskies. 
“The Tyrol,’ for mid-winter 
wear, in glove leather, with 
nylon fleece lining, adjustable 
up-or-down “fur” collar, crepe 
sole, a Kickerinos Alaskan. Bot- 
tom, left to right: For after-ski 
wear, lightweight boot with elas- 
ticized nylon Argyle sock top 
and genuine shearling lining, 
on modified tapered toe, by 
Mondl. “Cuffy,” another knit- 
ted sock top boot; genuine 
shearling lining, waterproofed 
leather, modified tapered toe; 
a northampton boot by Lassie. 


Below: Top: Chukka boot 
in red corduroy with gold 
satin lining, black sole and 
binding, a Slimline Foam 
treads by Wellco. Bottom: 
Fleece-lined red corduroy 
bootee with matching red 
binding and satin bow, by 
Pfeiffer’s. Two gay, cozy in- 
door boots. 


And this past winter many thousands of women learned for the first 


time the comfort and pleasure of wearing warm, waterproofed boots. 


would want to wear on city streets; 
very right and practical for college 
campuses, country roads and even 
suburban main streets but certainly 
not for any other uses. 

Now there come along the most 
attractive, elegant-looking boots, still 
worn over the stocking foot, with 
warm linings and water-repellent 
leathers, just as practical as the coun- 
try types but styled right for smart 
city clothes. These are boots that the 
most style-conscious woman will ac- 
cept. In fact, they are so smart that 
she ought to feel more fashion-right in 
such a pair of boots on cold and snowy 
days than in a pair of style shoes. 
Here is your chance to sell her the 
idea of the occasion boot, the right 
boot for the place and the clothes 
formal, even elegant. 

If this same woman spends part of 
her time in her out-of-town home 
even during the winter, then she 
certainly ought to be in the market 
for a pair of the wonderful, more 

[CONTINUED ON PAGE 78] 





Styles tor 


Black suede T-strap with 


soft vamp pleating, on 16/6 by ELEANOR M. RUTTY 


heel. A Dickerson shoe. 


66 OU are selling a world of young ladies,” 
Doris Weston, the Popular Price Shoe Show 
of America’s fashion director, told an audi- 

ence recently. And how right she was! Women today 
are keeping young in feeling and in looks by being 
active and interested in all that is going on around them. 

Sometimes their desire to be and look youthful is 
expressed in foolish ways of acting, speaking and 
dressing. When it comes to the kind of shoes that they 
buy, you can play a big part in saving them from the 
bad taste and discomfort of tottering around in too 
tapered shoes on too high, thin heels. With the right 
approach you can help them to keep fresh and untired 
during busy daytime hours. 

Maybe your “young lady” does not have to do house- 
work any more or does not hold down a job, but— 
with children gone from home and more free time at 
her disposal—she may be a very busy committee woman, 
a social or political worker. Or she may be a very busy, 

High tongue stepin with helpful grandma or aunt. 
elasticized topline, full- So, in promotions of shoes for today’s active young 
breasted 14/8 heel. A Tarsal lady, play up the idea of her importance in the com- 
Tred shoe. 4 ‘ . ; - 7 ; 
munity and her continued usefulness in the family. 

Show her shoes that help her to live that active, useful 
life, happily and comfortably. 

Why not call these her “career” shoes, putting her in 
the class of “career girls.” Emphasize the fact that 


being well-dressed means being suitably dressed. And 


ig 
that being suitably dressed means having clothes, espe- 


Unlined, soft toe one-eyelet 
tie with slender vamp lines, 
on 15/8 heel and crepe sole. 


A Dr. Locke shoe. 


High-riding square toe ox- 
ford in suede trimmed with 
smooth leather. A Foot De- 
fender shoe. 
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Today's **Young Ladies” 


Shoes that give a youthful spring to the step and a happy, youthful 
look to the face make young ladies of all your customers and open 
a new promotion approach for these conservative styles. 


cially shoes, that enable a woman to dress in the morn- 
ing and then forget about herself and her clothes, know- 
ing that she looks right and that she will feel comfort- 
able all through the day. 

You have a head start today in promoting these ideas 
because shoe styling provides shoes that are both in 
the current trend and are right for this type of cus- 
tomer. “Lowered” heels on broader bases, soft construc- 
tions and soft leathers, cushioned soles have been intro- 
duced into today’s style shoes. On the other hand, 
manufacturers of the conservative types of shoes, are 
continually finding ways of introducing style ideas into 
their shoes without changing too much the comfort 
elements. From among these shoes and the style shoes 
that offer lower heels and soft constructions, you can 
also select shoes that your customers will like for their 
off-duty hours. Today’s young ladies and you, as a 
retailer, are fortunate that there are such shoes being 
made for this new market. 


The ‘“‘Continental,’’ with 
decorative stitching accent- 
ing a slim, tapered look. An 
Irving Drew shoe. 
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Tapered toe, high tongue tie 
with decorative _ stitching. 
Shortback last. Foot Saver. 


Combination of mesh and 
leather for early fall com- 
fort. A Dr. Scholl shoe. 


Asymmetric strap shoe with 
decorative cutouts for style 
and comfort. A Cushion- 
ized Bellaire shoe. 
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Men‘s Shoes 





Sell STYLE by the Calendar 


by KEITH HEMENWAY 


Sales Manager, Gardiner Shoe Co. 


HEN your windows show “all things, for all 
men. at all times” it becomes difficult for a con- 
sumer to decide “which one is right for me?” 
This calendar will suggest a plan to concentrate your pro- 
motions on one or two definite groups at a time, with a 
strong “hard sell” directed at each of these groups when 
they are most ready for a new pair of shoes. 
Most any store can classify their male customers into 
these five major groups: 
(1) Boys and teen-agers. 
(2) College men. 
(3) Style conscious young business, office and_pro- 
fessional men. 
(4) Workers who earn their living on their feet, and 
need specialized work shoes as well as dress shoes. 
(5) The mature business, office or professional men. 
Your stock should be balanced to include types for 
each of these groups, adapted to your specific local de- 
mands, and you need to watch very carefully for any of 
these local style trends as they develop. You have the 
stock, the store and potential customers. Now your prob- 


lem is to get the attention of each group of customers at 


50 


With the wide variety of styles available for men 
and boys the average shoe store is facing a real 
problem of timing in the merchandising and pro- 
motion of men’s and boys’ shoes. This month-by- 
month plan directs customer attention to specific 


styles when they are “most ready” to buy them. 


the time they are ready for fall shoes. This calendar sug- 
gests a plan that we believe can get this result: 

August 1 to September 15—This is the “Back to 
School” selling season when grammar school and high 
school boys are ready for shoes. Clear your windows of 
older men’s styles and “shoot the works” with whatever 
the boys in your town are wearing. This is the time to 
show dirty bucks, white bucks, loafers, saddles or any 
other specialty styles that are right in your locality. 

September 15 to October 15—In mid-September, the 
colleges are preparing to open, and you should be show- 
ing cordovans, grains, plain toes, white bucks, or any of 
the college classics. 

Also this is the important time to do your promoting 
on high style shoes for the style-conscious young men in 
business or the professions. This group buys early and 
the first cool days can start them looking for “The New 
in Shoes.” This is the time to feature new lasts, and new 
leathers, with special window cards calling attention to 
the new ideas that style conscious young men are wanting. 

October 15 to December 1—By this time the school 
boys, college men, and high style customers have bought 
most of their fall shoes. Now is the time to go after father 
who has finished paying for mother’s and the children’s 
first shoes of the season. He is looking for a pair for him- 
self and if the weather turns cool and wet, his ventilated, 
woven, or mesh cloth shoes are beginning to feel a little 
cool. Father wants a pair “just like the old ones” or 
possibly some new feature shoe with solid comfort fitting 
features, in modern styling. This is the time to feature 
your arch types, cushion insoles, flexible construction. 
and the first showing of basic grains and heavier shoes 
for fall and winter bad weather. 

Also this is the time to solicit by personal calls and 
direct mail the postmen, policemen, firemen, outdoor 
workers, industrial workers and other special groups, with 
specialty shoes in work or semi-dress types. Run your own 
house-to-house or man-to-man business, backed up with 
a run of sizes right in your own store and watch your 
men’s business grow. 

December—This is the right season to promote black 

[CONTINUED ON PAGE 76j 
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Sophisticated 
Self-Service 


At luxurious Joseph’s Shoe Salon in Chi- 
cago customers can see and handle every 
style and make their selections at a glam- 
orous selling bar. A conventional fitting 
area is provided but the selling mode is 


distinctly self-service—with sophistication. 


Salesgirl in a leotard, one of the distinctive style features 
in the shoe bar at Joseph’s Shoe Salon, Chicago. 


SOPHISTICATED version of self service shoe 
selling has been adopted by Joseph’s Shoe 
Salon in the Chicago Loop. 

Customers can see every style of shoe in stock in a 
luxurious setting. They can wander at will past shelves 
and unique display fixtures to examine and choose 
their shoes. They can pick them out from a selling 
bar, while seated. Or they can be waited on in an 
adjacent conventional seating area. A distinctive style 
feature is sales girls wearing leotards. 

The innovation appears in the remodeled downstairs 
casual department for Joseph’s downtown store. The 
new department was created as an appropriate setting 
for Capezio shoes, which are featured in one area. 
Outstanding are the “shoe bars.” These are table 


height glass counters showing a complete range of 


Shelves which line several walls plus other display fix- 
tures supplement the styles shown in the shoe bar at 
Joseph’s. Additional seating is also provided in an ad- 
jacent room where customers have shoes brought to them. 


act ma!) 
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casual styles. Swivel chairs line the counters, so that 
customers can be seated while trying on shoes as they 
make their selections. In addition to shoes on the 
bars, the department is lined with shelves containing 
more styles. 


The 


decorator Marion 


new department was designed by interior 


Heuer. She used an Italian motif 
throughout to capture the flavor of the city of Flor- 
ence, locale of many great Italian shoe designers. 
Walls represent exterior facades of Italian buildings 
All along the 


bub- 


which open up on a central courtyard. 
arches on the walls are trees holding shoes. A 
bling water pond is also used to increase the outdoor 
feeling. 

medieval 


Florence is world-renowned for _ its 


[CONTINUED ON PAGE 75] 


Casuals are sold in elegant surroundings at the new shoe 
bar. The revolving stools make fitting easy. Styles se- 
lected from the shoe bar are brought to customers by 
salesmen, or by salesgirls dressed in leotards. 
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The Hows and Whys of 


ECENTLY a group of shoe men were talking about 

cancellation stores and their place in shoe mar- 

keting. The opinions of all were summed up by 

a retailer who mused, “Well, if we didn’t already have 
cancellation stores we'd have to invent them.” 

All too true! 

look to the cancellation man to help them recover from 


Both the retailer and the manufacturer 


the results of mistaken conclusions, acts of fate, and the 
whims of the buying public. 

A manufacturer in a Mid-Atlantic location was recently 
discussing his Easter stock situation. “We had counted 
heavily on good weather for Easter. That was our first 
mistake. The second and principal mistake was building 
our stock in expectation of last-minute orders. Buying 
had been so half-hearted it threw us off; we felt eventualls 
they'd have to come to us. But they didn’t.” What did 
he do? “We called in the 
legitimate cancellation boys and cleaned out the ware- 


The manufacturer smiled. 
house. It wasn’t what we'd hoped for, but it was far 
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from catastrophy.” 

Similarly, a retailer said, “At the end of each season 
its the same old story. The cream sizes are gone, leaving 
us with the end sizes—the Triple A’s and so forth— 
which are hard to move, but which we’re obliged to 
carry to hold our clientele. Then too, sometimes there 
is that skeleton in the closet, the line that simply didn’t 
sell to expectations.” What can be done? The retailer 
first holds a sale and if that doesn’t do the trick, “I call 
my cancellation contacts, God Bless ’em,” he said fer- 
vently, 

So it comes about that many shoe men get pinched 
in the restless ebb and flow of normal business trends, 
and often it’s the cancellation man who solves the prob- 
lem and helps to keep the wheels of business turning. 

How did cancellation stores come to us in their pres- 
ent form? In this country cancellation operations started 
as “upstairs” or “loft” stores, and as “bargain basement” 


shoe establishments in department stores. Generally the 
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Serving both industry and the public, the cancellation organization provides 


an outlet for the manufacturer's closeouts and the retailer's unsold end sizes. 


Left: The triple-barreled attraction of the cancellation store 
is well illustrated by the exterior at Sheppard's, a successful 
greater Philadelphia outlet. Shoppers are drawn by unusual 
sizes, price reductions, and brand names. Mr. Sheppard, in 
business 19 years, has used supermarket techniques but pre- 
fers conventional merchandising. 


shoes were simply laid out on racks and fitting service 
was held to a minimum; a mode of operation which is 
being rediscovered by shoe men today with great fanfare. 

In company with man’s continuous urge to improve 
himself, the early shoe outlets gradually graded up. Brand 
name lines were acquired, accompanied by increased em- 
phasis on service and interior decoration. Thus evolved 
the larger cancellation store of today. 

With passing years and changing ways the names by 
which cancellation stores are known have also changed. 
The early upstairs operations were called “Outlet” stores, 
a term often still used in the Midwest and on the West 
Coast. Outlet became “Cancellation” in the 1930’s, and 
today Cancellation is giving way to “Discount.” 

Although the term discount implies a_ skilled and 
shrewed “inside” operation which permits the discounter 
to sell the best for less, legitimate cancellation men in- 
sist most discount houses are really cancellation stores. 

As one Eastern cancellation shoe store operator said, 
“The word discount has magnetic drawing powers today. 
The public thinks the straight retailer has been getting 
rich on markup, which he hasn’t. The margin is tight 






















AT GRUNER'S 


SHOES: 1° 


CENT SALE “CENT SALE 


(2nd Pair) (2nd Pair) 
MEN'S SHOES LADIES SHOES 


Buy First Pair For Buy First Pair For 


$10.95 to $29.95 $6.95 to $29.95 
GET SECOND PAIR To GET SECOND PAIR Te 
FOR ONLY FOR ONLY 


Extra Low Special Price On Extra Low Special Price | 











Men's Shoe In Sizes 6, 6'/2 Ladies’ Shoes in Sizes 21/3, 
and 71/2. 3, 3/2 and 4, 

















@ Florsheim @ Freeman @ Palter Deliso @ Old Town 
@ Massagic @ Jarman @ Andrew Trotters 
@ Howord & @ Nunn Bush Geller 

@ French @ Evins @ Mr. Stanley 
ns ——. @ Deliso Debs © Jack Rogers 
@ Hanan & Son @ Mony Others @ Customcratt Wedgelings 


OPEN 8:30 TO 6:00 P.M. 6 DAYS A WEEK! 


GRUNER’S 


6616 S. MAIN (Next to Bailey's Super-Valu) 


The Gruner idea is a cancellation outlet featuring a continu- 
ous one-cent sale. The sale applies to members of the same 
family who come in together. 


Cancellation Stores 


for all of us. But the public goes where it says discount 
anyway, hoping to get a bargain.” 

Cancellation shoes are obtained from several sources. 
The manufacturer selling his close outs directly to a 
retailing organization—as -described at the opening of 
this article—is only possible with the larger outlets. Con- 
siderable capital is required. 

Most cancellation stores buy from jobbers who extend 
them credit. The jobbers, in turn, buy from the same 
sources as the larger cancellation sellers—retailers, chains 
or factories. 

A “good” job lot depends entirely on the needs of 
the organization doing the buying. Factors are the 
volume required for replacement of stock, and the sizes, 
styling, color and quantity of the job. The “cream” or 
sizes are eagerly sought. The transaction 


middle may 


involve a thousand dollars or a hundred dollars. But 


‘ 


whether the job lot is “good” is an evaluation dictated 


by the buyer’s requirements. 
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One of the greatest assets of the cancellation store is 
its assortment of unusual or “end” sizes. Persons with 
big feet, narrow feet and tiny feet are regular cancella- 


A Western 


in widths ranging from quin 


tion customers. outlet proudly states it 


carries, “Sizes 21% to 12, 
A’s to ‘Mama’ shoes in double E’s.” 


Brand 


ments, but perhaps not so common as the 65 to 90 per 


names are common in cancellation establish- 
cent of stock often claimed by cancellation stores. The 
majority of sales fall in the nationally advertised brand 
price range of $11-$13 for men and $8-$11 for women. 
Price reductions to the shopper are hard to pinpoint, but 
perhaps the 20 to 35 per cent below retail claimed by an 
East Coast firm is within reason. Customers often pay 
more for end sizes at a cancellation store rather than shop 
the chains—perhaps fruitlessly. 

Because of the necessity of accommodating hard-to-fit 
customers and the limited size structure of the jobs they 
[ CONTINUED ON PAGE 76, 
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What's In A Shoe 
And How To Sell It 


by WILLIAM A. ROSSI, Field Editor 


O one knows for sure just when, where or how 

the first heel was invented. All we know is that 

its origin is lost in antiquity. Some say the 
heel was invented by the ancient desert nomads—to 
keep their feet off the hot sands. Others say it was 
created by tribal horsemen, to keep their feet from 
slipping in the stirrup. 

But perhaps the best legend is that the high heel was 
invented by a pretty but short girl who was always 
being kissed on the forehead. 

What's the real purpose of the heel on a shoe? In- 
sufar as we've been able to trace, the first heels were 
devised as a social and “style” factor. Though there 


Above: Examples of plastic and clear lucite heels. 
Below: Aluminum-wood and copper-wood combina- 
tions. Aluminum and copper used to add structural 
strength to heel and reduce breakage. Note also two- 
part all-wood heels based on plywood principle to 
give added strength. 



















may be one or two minor functional or “utility” values 
served by the heel, a heel has become almost wholly a 
style item. And particularly on women’s shoes, it has 
become one of the most important styling features. 


Heel Types 

Heels are made out of various materials—wood, 
plastic, leather or fiber, cork, rubber, or in modern 
combinations such as wood and aluminum. The type 
of material used is determined chiefly by the style of 
the heel or shoe. Almost all women’s and girls’ shoes 
use a wood, plastic or leather fiber heel, depending 
upon the style or type of shoe. Most men’s and boys’ 
shoes use a leather heel with rubber toplift (though 
some all-wood heels are coming into use in Italian- 
style men’s shoes). Babies’ first-step shoes use a 
leather heel usually. 

As to heel styles—actually hundreds of shapes, de- 
signs, heights and types have been created, and par- 
ticularly in the past half century when the heel won 
fashion prominence. However, a few basic styles have 





Heels and components featured in this article from: Fred 
W. Mears Heel Company, Inc., Wilner Wood Products Com- 
pany, and George O. Jenkins Company. 


































become permanently established: common _heel-style 
names such as the Louis, Continental, Cuban, Military, 
Wedge, Spring, Dutchboy, Argentine, French, Spanish, Examples of mod.- 
Flattie, etc. There have been, and continue to be, — heel 
countless variations of these basic types. 
For example, the currently popular “needle” heels 
are simply thinned-down versions of the Louis. The 
many novelty low heels now in demand belong in the 
basic Flattie classification. The “little heels” found 
on many women’s dress shoes are re-designed versions 
of the French and Spanish heels. 
Mention should also be made of special heels, such 
as used on orthopedic shoes. For instance, the well- 
known Thomas Heel—a rubber heel with a tongue- 
like forward extension under the inner shank, used as Combination 
leather and _ rub- 
a form of arch support. ber heel (men’s) 
The heel is made up of several parts. For ex- «nd rubber heel 
z with aperture to 
ample, the cup or heel seat is the top portion of the  Jighten weight. 
heel that’s in direct contact with the upper of the shoe. 
The neck is the thinnest part of the heel as it tapers 
[CONTINUED ON PAGE 80] 


Heels, Part | 


A heel is a product of precision engineering but its function is almost entirely 





related to style—in women’s shoes it is one of the most important styling features. 


Stacked heels showing some of many styles. Varieties of modern stacked or built-up fiber heels. 
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Equipment 





A Photo Round-Up of New Items to Stimulate 
Shoe Sales and Reduce Selling Time 


EP NOME pena ye PF 


Shoe stool has upholstered padded seat, chrome- Beautifully styled and upholstered furniture by 
plated tubular frame. Royal Metal Manufacturing Co. Thonet exhibits simplicity with comfort and strength. 


Friden’s “STW” speeds computation of every kind, Monarch’s motor-driven “67” marks labels permit- 
has automatic multiplication, column locks. ting labeling with removable stub for stock control. 


Shoe forms are extensively used in hard and soft New C. S. Pierce Co., display trees accentuate light, 
casual shoes, moccasins, knitted wear. Shoe Form Co. flexible look in men’s shoes. Many shades offered. 
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Chairmaster’s chairs (above) are available in single 
seat, or sections of two, three or four seats. Com- 
pany also builds custom furniture. “Pre-Selector” 
shoe display (right) holds 25 shoes, permits shoe 
selection before approach by salesman. 


As familiar to the Shoe Store as Shoes them- The trend toward more attractive design for every- 
: a ‘ ; ated thing from fountain pens to locomotives has also been 
selves, Store Equipment, Furniture, Fitting reflected in shoe store equipment. Beauty and _ utility 
Stools, Self-service Displays, Shoe Horns, have been combined to produce equipment which is 
, ; not only more functional, but more pleasing to the 
even Calculators are silent partners in the eye as well. Shoe trees accentuate shoe suppleness and 
selling operation. Functional design helps the slim, trim look. Genuine horn lifts are attractively 
handled with whangee cane, bamboo, and brass. Pre- 
speed sales, attractive styling enhances the selector displays constructed in imaginative combina- 
store’s decor. tions of polished wood and metal piping make superior 
use of air space in pointing up shoe samples. Even 
business machines such as calculators and label mark- 
ing systems—while not always visible to customers 
are pleasant to look at in smooth, rounded gray or 
pastel casing. The trend continues to a brighter future 


in store equipment. 




















Imported shoe _ horns 

have horn lifts, handles Romite-Donnelly aisle display holds Wrought iron floor display 
of bamboo, brass. Warner 18 shoes, is available in black, cop- is visible to shopper, acces- 
Imports. per, grey, green. sible. Rochester Shoe Tree. 


my 
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= J. W. CARTER'S 32nd ANNUAL 


KANGAROO and KIDSKIN SHOE SALE 


Starts June 9th 


As in previous sales, there will be 
substantial savings during this 
eagerly awaited National event. In 
addition, you are offered 

long dating for early Fall 
purchases and further 

attractive reductions in 


price for volume orders. 


Be sure to investigate this profit-making opportunity early. For 


complete details check our local representative, or write directly to 


J. W. CARTER COMPANY 


P.O. BOX 30 ¢ NASHVILLE, TENNESSEE 
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Retail Trade 





Chicago Retailing Shows 
Gradual Upturn 


SUMMER shoe selling and pleas- 
ant warm weather held forth to- 
gether in the Chicago area. The 
shoe business has come out of its 
early spring doldrums in good con- 
dition. Business shows a gradual 
upturn; even some of the industrial 
neighborhoods have shown a pick- 
up in shoe consumption. 

The improvement is particularly 
true in the moderate price range 
in all categories. The women’s $10.- 
95 to $14.95 range is especially 
strong. Budget departments are 
showing gains. However, sales in 
fashion salons and higher priced 
departments are holding up. Con- 
tinued interest in the pointed toe 
and new interest in the mid-heel 
are attributed as reasons for this 
strength. 

Selling emphasis finally shifted 
from dark and heavy types into 
definite summer styles. Whites are 
just beginning to show heavy activ- 
ity. They are not expected to reach 
peak selling until later in the month. 
Early interest in straws indicates 
whites may lose some ground. They 
have been preceded by interest in 
the beige and light tans in the soft 
leathers—especially the ribbed and 
novelty crepe soles. Spectators have 
shown unexpected strength. 

In walking and tailored types, 
there is good acceptance of black 
and blue perforated leathers. They 
are gradually being succeeded by 
dark meshes. This area is always 
good for year round sales of a good 
percentage of dark colors. Lighter 
colors in pig skins in both tailored 
shoes and casuals have cut some- 
what into the dark shoes this year. 

Pastels are described as holding 
their own in early summer selling. 
They are regarded somewhat as an 
enigma. Two years ago, anticipated 
sales weren’t forthcoming, and re- 
tailers were caught with heavy in- 
ventories. Last year, they bought 
light and ran short on sizes and 
colors. However, early returns from 
mail order houses indicate this will 
be a good year for blue, pink, and 
yellow. The high fashion sections 
find combinations of half white and 
half color—mellow, turquoise, green 
are catching hold. 
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This also looks like a good season 
for prints in all price ranges. The 
mid heels have proved a definite 
boon to high style summer types. 
This continues the healthiest and 
fastest growing sector of the style 
shoe business; it has accounted for 
many additional pairs, particularly 
of pointed toe pumps in silks, prints, 
dressy spectators, and in pastels. 


June Selling Continues 
Strong in St. Louis 

JUNE selling continued strong 
for St. Louis shoe retailers. Casuals 
continue to dominate the picture in 
misses’ and women’s purchasing; 
playshoes lead the “little league”; 
men’s footwear for both leisure and 
office wear is selling well. 

Although June is traditionally a 
fairly slow month here, cash regis- 
ters rang steadily. Men’s business 
was especially strong, with slim, 
light two and three eyelet black 
ties going best. Moc-front slipons, 
both handsewn pairs and stitch-and- 
turns, led in the semi-casual field, 
while canvas sport shoes on thick 
crepe-type soles moved in volume. 
Brown and blue canvas uppers are 
favored, with ties ahead of slipons. 

One men’s downtown specialty 
store took a full page in the St. Louis 
Post - Dispatch to plug “Roman 


Square,” a slim squared-off pointed 
last, ultra-Continental in appear- 
ance. “Roman Square” styles, both 
three eyelets and slipons, were 
available in black and oak brown 
imported leathers. 

Advent of very hot Missouri 
weather automatically sells men’s 
shoes, retailers agree. Unlike wo- 
men, who often tend to buy in ad- 
vance of their actual need-dates, 
men wait until the “pavements burn 
through to their feet”, then come in 
for light ventilated summer shoes. 
St. Louis men are running true to 
form this year. “Shoes for Father’s 
Day” promotions, staged by some 
stores, did not meet with any un- 
usually exciting results. 

In medium priced women’s cas- 
uals, best selling pattern at present 
is a white punched pig shoe with 
open toe and open back. On a shaped 
8/8 wedge, the pattern features a 
high-rising vamp and inconspicuous 
gold buckle trim. Teens are loving 
straw skimmers, slightly ta- 
straw pom-pom decora- 
tion. Teens are buying these in 
white and in natural, dealers 
expected them to; are also 
buying them heavily in black straw, 
which dealers did not expect. 

Clearance sales have brought 

| CONTINUED ON FOLLOWING PAGE | 
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stock inventories of women’s and 
misses’ shoes down, although carry- 
over is still fairly high for some 
stores and departments. At reduc- 
tions averaging 15 per cent on all 
footwear including whites, sales 
kept personnel hopping, both during 
unadvertised pre-sale days and dur- 
ing advertised sale days. Traffic has 
been good in women’s departments 
for the past six weeks. 

Downtown children’s departments 
are expecting volume to pick up 
now that school is out for the sum- 
mer. Suburban stores and depart- 
ments are doing land-office busi- 
nesses in rubber soled canvas play- 
shoes, with hi-tops, low oxfords, 
slipons, and little girls’ straps all 
moving well. No one color stands 
out in the buying but it must be 
color. Traditional red and_ blue 
lead for girls, with coral and tur- 
quoise following close behind. 

Along with the canvas shoes for 
boys 10 to 15, many pairs of black 
smooth moc-front slip-ons have sold 
for that “one good pair” for camp 
or vacation travel. In general, how- 
ever, children’s dress shoes are be- 
ing bypassed in favor of play types. 

In women’s dress shoes, best sel- 
ler in the upper price range is a 
white smooth spectator with black 
patent 23/8 heel and black patent 
needle toe trim. In the medium price 
range, black patent T-straps with 
open back and closed pointed toe 
continue to be very good sellers. 
These T-straps are sharing honors 
with a less extremely pointed toe 
black patent closed pump, 15/8 heel, 
with tailored bow and pearl button 
trim. Women, dealers report, are 
buying black patent white 
smooth for wearing with everything 
on vacation trips this year. 


over 


New York Volume 

Higher: Trend Seen 
SHOE retailing in New York im- 
proved noticeably during the past 
several weeks and 
that good business will continue. 
Traffic is up and it appears that 
summer shoe selling has gotten off 
to a good start. The Memorial Day 
stretching the week-end— 
impetus to the first 
selling of whites and bright colors. 
The weather, for the most part, was 
clear and consumers were in a bet- 
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ter frame of mind. There seemed 
to be less talk about recession and 
not so much emphasis on price. 

Merchants report that their sales 
figures are beginning to show up 
better and they anticipate a more 
favorable comparison with las: 
year’s. 

In women’s shoes, retailers were 
promoting and _ selling: All-over 
whites in summer weight leathers, 
silks, linens, cottons —some with 
touches of patent or color. There 
has been noticeable activity in 
whites for dyeing. 

At the other color extreme, there 
is the black shoe in silk or peau de 
soie with emphasis on such selling 
features as, “City summer black... 
matte-textured-silk with black calf” 
(Delman) ... “Look-See these sum- 
mer silks . .. black, beautiful and 
D’Antonio. The feeling grows . 
Now it is the elegant little silken 
pump to wear all summer long. 
What better mood for sheers, crepes 
and silks? What else so chic? High 
or mid heel jewel touched” 
(Bonwit Teller). Black silk shoes 
with embroidered, petit point insets 
or appliqued flowers on vamp and 
heel have been very successful. 

Between these two extremes were 
the luscious summer colors and ex- 
citing prints. 

Casuals, spectators, thongs, 
opened up sandals, striplings and 
wedges in the widest range of leath- 
ers and materials; also raffia and 
canvas—all are getting good cus- 
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The pointed toe is boosted with these 
silk pumps in black, navy or white. Saks 
Fifth Avenue, New York (7 cols). 


tomer reaction. 

Shoe, handbag and accessory co- 
ordinations are becoming increas- 
ingly popular and I. Miller, for in- 
stance, calls them, “Summer exhil- 
arations sold by the foot; by 
the handful.” 

In the children’s shoe category, 
selling has been very good. Shoes 
for graduation, for camp, for all 
of the summer activities have added 
up to very good figures. 

Father’s Day promotions have 
given some acceleration to men’s 
shoe business but this was confined 
generally to slippers and some gift 
certificates for dress shoes in the 
lighter summer weights. 


High Volume Squelches 

Recession in Minneapolis 

THERE appears to be no reces- 
sion talk in retail shoe business in 
Minneapolis. Most buyers and man- 
agers interviewed said that busi- 
ness was at least on a par with last 
year at this time and in some in- 
stances it was better. 

One owner of a women’s spe- 
cialty shop attributed his high vol- 
ume to the weather. During spring 
1957 there was considerable rainy 
weather; this year there has been 
an abundance of warm, clear, sunny 
days. 

While women’s shoe business has 
been concentrated mainly in sum- 
mer numbers, a couple of shoemen 
said that they were still selling some 
dark spring shoes such as patents, 
blues and reds. 

Whites, spectators and high col- 
ors all have been moving well. 
Prints have been good and 
there has been considerable activity 
in pastels, mainly blue, pink and 
yellow. Heel interest is mainly in 
23/8 numbers, although some 18/8 
heels also have been selling. Closed 
heel and closed toe was the general 
story, although with the coming of 
warm weather women have been 
buying open shoes—sling pumps— 
too. 

Casual shoe business has shown 
a definite pickup. Thong sandals 
and a variety of low flats, straws 
and leather numbers have been 
moving. Major color interest in the 
leather styles has been in white, 
beige and natural. 

Children’s shoe business has held 
up remarkably well. Sales appear 
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to be as good, if not better, than 
last May. There has been quite a 
bit of activity in canvas shoes and 
considerable interest in plaid num- 
bers. Whites have been mediocre. 
Considering the picture as a whole, 
there appears to be no certain trend 
with everything moving well. 

There were few, if any, com- 
plaints from men’s shoe buyers on 
business, most pointing out that it 
was on a par with last May and in 
a few cases better. Continental 
styles and lightweight construction 
sum up the trends in men’s better 
shoes with most buying for sum- 
mer now. Nylon and shantung silks 
seemed to be the big style news 
with ventilated numbers slow. A 
few brown and white and black and 
white shoes also moved. In casuals 
two and three eyelet slipons were 
moving very well, and natural leath- 
ers with rubber soles also showed 
activity. One buyer pointed out that 
business seemed to be keyed to 
styles that would be useful on the 
two long holiday weekends this 
summer. Golf shoes also sold well, 
but there appeared to be little in- 
terest in the new square toe models 
here. 


San Francisco Sellers 
Promote Summer Shoes 


CLEAR skys and summer weather 
brought extensive promotions of 
summer footwear by major shoe re- 
tailers in San Francisco. 

There was strong advertising 
emphasis on whites in both open 
and closed models. Macy’s had 
“white as a summer cloud . . . whis- 
per-white angels at your feet... 
pumps of smooth’n silky white calf.” 
These had tapered toes with tailored 
bow decorations; in completely 
closed models; priced at $12.95. 
Others were of peekaboo linen, with 
slender heel, and also in nylon mesh 
veiling; all at the same price. An 
open T-strap shoe in vinyl and 
leather was priced at $11.95. Joseph 
Magnin had two $25.95 shoes in 
chalk-white in either leather or 
linen chantung fabric. There was 
also a summer-frost white calf at 
$15.95. Other stores had similar 
collections including white specta- 
tors with blue or brown trim. 

There is also a strong promotion 
of colors including printed silks 
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with rose-garden hues, linens, and 
calf models in light blue, yellow, 
turquoise, sandstone, orange, pink 
and white. Also dyeable white genii 
silk at Frank Werner’s; and tint- 
able whites at Byron’s, colored any 
way the customer desired. 

For something strikingly different 
Frank More featured “Bronz Patent 
For The City” on skyscraper or 
mezzanine heels, in either open or 
closed models, at $32.95 and $26.95. 

There were good promotions of 
children’s shoes for play and warm 
weather wear, priced from $2.99 to 
$3.99. Some stores found their in- 
ventories a little heavy and held 
price reduction sales to dispose of 
the overload. 


May °58 Higher In 
Boston, Tally Shows 


The evaluation of May found most 
Boston shoe retailers reporting 
gains over the same month last year. 
The average was about five per cent 
although there were several which 
showed much higher increases. With 
inventories lower than had been 


anticipated earlier in the season, 
rush orders were placed for fill-ins; 


and buying of Fall shoes com- 
menced in earnest before the end 
of the month. 

Retail business in June continued 
to hold the gains recorded in late 
May. 

Business was reported “very good” 
at the high style Chestnut Hill 
store of Franklin Simon & Company. 
Dyeable shoes were in strong de- 
mand, it was said, also straws in 
natural and in black. In leather 
shoes, multicolors and pastels were 
being bought freely and black silk 
dress styles were proving popular. 

The interest of the woman cus- 
tomer in dyeable shoes was strong 
in many stores and led to some in- 
teresting promotions. One of the 
most striking was staged by William 
Filene’s Sons Company which ad- 
vertised a shoe which could be had 
dyed in a range of several score 
colors at $6.99. 

Dress shoes in the middle-of-the- 
road store of the Edwin Case Shoe 
Company on Winter Street were 
selling in beige, red and white, with 
mesh types strong in all three col- 
ors. The T-strap pattern was good 
and it was commented that “it will 
be even better next Fall.” In cas- 
uals, the same color range sold in 
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For the first time. . . a brushed leather shoe 
with all-weather wearability! Rain or snow barely 
spot it. A quick whisk with a stiff brush or bit 
of sandpaper . . . and it’s good as new! 

It’s the miracle of ““SScorcHGARD”’ Brand Leather 
Protector . .. tanned into Wolverine brushed pig 
skin to give a sueded finish shoe water repellency 
equal to finished leather. Resists soiling, too! 
The new Wolverine casual needs no paste or 
polish to keep its appearance. A simple brush-up 
keeps the like-new look alive and actually re 
activates the water repellency . . . time after time 
If badly soiled, washing does the trick. 

These are the facts that fit Wolverine brushed 
pigskins to the year-’round fashion picture, as 
well as the sporting scene. A real profit package 
ideal for college and school promotions— backed 
with the double-impact advertising of both 
“SCOTCHGARD” Protector and the Wolverine 


name. Wolverine Shoe and Tanning Corporation, 


Rockford, Michigan. Telephone: VO. 6-9421. 
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Los Angeles 


Loca. shoe manufacturers are now breathing more 
easily. Retailers responded nobly at the recent Fall Mar- 
ket Week and much more business was written than even 
the most optimistic dared expect. One thing is certain 
retailers expect sales to pick up strongly in late summer 
and fall. 

For the first time in several years, down-grading appears 
to be evident. The manufacturer who has been carrying 
most of his strength in $14.95 retailers finds there is in- 
creasing interest in what he has to show at $11 and $12. 
This has not yet reached sufficient proportion to be called 
a market break, but it could be the start of a trend. [f so, 
an about-face from the buying habits of the last two 
years, in which constant up-grading was the order. 

Style-wise, buyers of men’s shoes demand a long, slim 
look and lots of soft comfort. Manufacturers’ representa- 
tives report most interest in moccasin styles, but with the 
moc carried far lower on the sides of the shoes and a 
broad, uninterrupted vamp surface. All orders and _re- 
orders received to date can be classified as having the 
“elegant” look. Square or chisel toes appear only in a 
small proportion of the samples but everyone feels certain 
they will burst into importance as the season progresses. 

Specialists in women’s shoes are going in heavily for 
thin crepe rubber soles on many models. You see this 
new material on walking shoes, street shoes—many things 
besides the casuals on which it was first introduced. One 
line in the medium price range is even showing this sole 
on high fashion, high heeled pumps; the type of thing 
worn with cocktail gowns. The jury is still out on this 
extreme application, however. 


Chicago 


THE shoe economy in the Chicago area is gradually 
strengthening. Regional shows in the Midwest have been 
successful. Retailers have been cautious, but have made 
commitments up through September and have bought 
normally. Factories are now getting results from major 
shows held in May. Retailers who did a lot of looking are 
following through with actual orders. 

Orders coming in at present are about equal to a year 
ago. Fall production schedules are now well underway. 
Shipments will go out shortly on the so-called transition 
shoes, the silky suedes and other light weight dark types. 
These are slated for late June and July fashion promotion. 
Back-to-school shoes are getting priority for late July de- 
livery. 

Fairly definite volume trends are shaping up in orders 
already booked. The tapered toe can now be considered 
practically a staple. The modified version represents the 
major percentage of even the most conservative retailers 
and outlets. The needle toe has made major gains in high 
fashion departments. Pumps dominate, but preference is 
for trimmed versions, especially in vamp cut-outs. 

There is a slight trend to straps, with preference for 
the T. This may accelerate as the dressy selling season 
accelerates in late fall. The major new trend is the mid- 
heel, which is offered in the widest variety of styles thus 
far for fall. The mid-heel has had varied reactions as a 
fashion influence in affecting bookings. retailers 
have been leaving a good portion of open-to-buy waiting to 
check reaction to summer high styles. 

However, many retailers both in family shoe stores and 
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department stores are buying fairly heavily. Several de- 
partment stores and some large women’s shoe stores are 
creating separate mid-heel departments. Early experi- 
mental ventures in this field have been most encouraging. 
lt obviously has a good future, with growth just beginning. 

Light weight constructions with ribbed and novelty crepe 
soles in the darker shades are doing well in the sport and 
casual field. The bal and bubble saddle dominate the 
back-to-school orders, with a slight edge to the former. 
The bubble saddle is believed to have reached its peak in 
some areas. Is still ascending in others. Suede continues to 
decline in favor of calf, but will probably remain the vol- 
ume seller in the moderate and lower price brackets. Black, 
as usual overwhelms all orders, but there is strength in the 
tans, browns, and neutrals. Blue has its usual percentage 
of orders. 

Prices have remained firm, with only a few adjustments 
here and there. There has been no rush on the part of re- 
tailers to abandon existing price lines. However, there is 
definite stepping up of buying in moderate price cate- 
gories. Retailers are doing this within their own existing 
price structures however, and there is no overall move to a 
lower price bracket. However, there is increased buying 
in the $5 children’s range, and the $10.95-$16.95 for both 
women and men. 


New York State 


SHOE manufacturers in New York report good activity. 
Size-ups and fill-ins are continuing to come in from local, 
as well as out of town accounts and salesmen on the road 
are booking substantial orders for the early fall shoes. 

Upstate shoe manufacturers report low current produc- 
tion, but moderately good future business is being written. 
While many retailers maintain a cautious buying policy, 
manufacturers of children’s found 
better than expected. 

However, a typical maker of children’s footwear is in 
an overstocked position and expressed the opinion that if 
dealers do not liberalize their buying soon, his company 
will be forced to skeletonize inventories in much the same 


some shoes business 


fashion as many retailers. 

Back-to-school sales should hold up well this year, man- 
ufacturers predicted, although they that this 
period may be off a nominal percentage from a year ago. 

Poor weather is held to have been more responsible for 


conceded 


lagging spring sales than the much-discussed recession. 
Rochester department store sales are down four per cent 
on the year to date, but only one per cent for the latest 
four weeks. A few industrial areas have been more seri- 
ously affected by factory layoffs. 

A frequent comment from the more aggressive 
facturers is that business is to be had by going after it. 
In support of this contention, some of them point to new 


manu- 


accounts which have been added recently as a result of 
good selling. Few accounts are being lost by these com- 
panies, they claim. 

Some manufacturers say they are offering better quality 
and workmanship with no change in price. This is in 
response to the demand for better values on the part of 
retailers and the public. 

The changed psychology inspired by the recession is 
credited not only with the more insistent demand for value, 
but also with the changed attitude of shoe factory workers 
which makes this possible without much change in prices. 

Manufacturers say production per worker is up; em- 


[ CONTINUED ON FOLLOWING PAGE] 


65 





Manufacturing - Markets 





ployes are turning out better work and generally operating 
more efficiently than before the slump. Absenteeism is 
down—-partly due to the reduced work week in some 
plants. Sobered by unemployment in other industries, shoe 
workers are taking renewed interest in their jobs. 
e 
St. Louis 

Mant FACTURERS’ charts on pairs produced dipped 
down during the past two weeks. Workers in many St. 
Louis area shoe factories returned June 9 from two-week 
vacation periods which covered the last week in May and 
first week in June, as stipulated under union contracts. 

Since manufacturers began early in the spring to notify 
retailers by letter that production would be halted for 
vacations and that retailers should lay their plans accord- 
ingly, little or no confusion was anticipated or resulted. 

Reports from all sources here indicate that bookings for 
fall shoes are slower than hoped for. Orders on staples and 
dressy staples are normal, surveys show, but orders on 
novelty types are sketchy. Retail inventories, producers 
say, were helped considerably by a good May around the 
nation and in particular by a good early June in men’s 
business. When retail clearances make possible a firmer 
buying position, it is felt, manufacturers will be able to 
summarize more clearly what the fall prospects for profits 
will be. 

Sales personnel are on the road with the fall patterns 
many retailers looked at and studied at the various regional 
shows, but did not buy except in token quantities. It is 
possible that they may have to be on the road longer this 
season if orders keep on filtering in spottily. 

Specialty houses catering to low and middle price bracket 
operations say that their business has strengthened cur- 
rently. The upswing for them may be due in part, these 
producers feel, to increased retailer emphasis on low and 
middle lines. Production schedules for specialty houses are 
running at a good rate, although not at capacity. 

The sales manager from the women’s high style division 
of one general line house says that color in women’s pumps 
is beginning to account for a recognizably larger percentage 
in his totals. Reorders on one pattern have come in strong 
on coral and medium blue, as well as the expected beige, 
red and white. 


New England 


Wirn few exceptions, New England manufacturers of 
women’s shoes report either increased production, or orders 
which will necessitate an increase when raw materials have 
been assembled. Some report both. 

Most of the immediate increase is attributed to re-orders 
on summer footwear. Buying of fall styles by the smaller 
stores, which habitually order later than do the chains and 
department stores, account, of course, for the backlog. 

Many buyers have asked for what seem to manufacturers 
to be almost impossible delivery dates in view of the fact 
that most factory workers will be on vacation during the 
first two weeks in July. As of June 1, it was pointed out, 
there were fewer than 50 working days in which to make 
shoes and ship in time for August 15th delivery. A few 
manufacturers report that even earlier deliveries are being 
asked for. 

The demand for immediate-delivery merchandise is 
largely confined to whites although some of the other and 
equally staple colors are also being bought. 

Fall orders booked to date are said to have been from 
five to 15 per cent larger than at this time last year, re- 
flecting a return of confidence on the part of the retailers. 
This increase has led to a strengthening of prices in upper 
leathers. Calf leather, for example, in both men’s and 
women’s weights, recently advanced about five per cent. 
One trade observer commented that “shoe leather bookings 
have shown a pronounced change in the last four weeks. 
In leather, at any rate, the change was not surprising since 
bookings during the first quarter were considerably lower 
than manufacturers’ requirements or consumption at re- 
tail.” 

With back-to-school promotions scheduled for mid- 
August at the latest, there has also been a pick-up in 
activity in children’s shoe factories. This applies to all 
grades. 

Men’s shoe factories still find business hard to get al- 
though there are indications of a better than fair increase 
in orders within a few weeks. This applies to both dress 
and work shoes, the latter of which are the more active at 
the moment. One large maker of high-grade work shoes 
recently announced plans to increase the work week from 
three and one-half to five days. 





Customer Discount Plan 


WARREN, R. I.—Under a new plan announced three 
weeks ago by the Warren Shoe Store, 435 Main Street, 
faithful customers are rewarded with a discount on the 
next purchase of shoes. 

Every customer who presents sales slips totalling $30 
is given a $1.50 discount on the next pair of shoes. This 
five per cent discount is given as a reward to customers 
for having returned faithfully to the store for footwear 
Since the features lower to medium 
priced shoes, the required $30 in purchases means that 


purchases. store 
a customer, or a family, must buy several pairs of shoes 
to be eligible for the discount. 

The plan is being featured in the store’s occasional 
newspaper ads, and with store signs. Signs include four 
16 by 20-inch posters spotted throughout the store plus 
a five-foot and a 10-foot banner stretched across the two 
front windows. 

“These posters and banners cost me $12.” says owner 
Joseph Jamiel, “and the newspaper space is mainly a 
reminder. The cost of the whole thing is negligible. 

“As to the five per cent discount, that is applied toward 
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the purchase of the next pair of shoes, and some of this 
is absorbed by the profit on the purchase. 

“T have found a lot of interest in this discount plan. 
Many people mention it and ask about it. Since it has 
been in use only three weeks, I have no customer who has 
reached the required amount of purchases but I know 
that many people are saving their sales receipts. and some 
are close to the minimum required. 

“I should say it is working out very well. And I believe 
as the weeks go by that I'll be redeeming many of these 
receipts. 

“When I got the idea of establishing some system that 
would reward the faithful customers. I thought of a shoe 
club but I eliminated that because there is a certain 
amount of bookkeeping to record names, addresses, dates 
of purchase, and type and price of each purchase. Clubs 
also require some kind of customer card to be punched or 
stamped. Also with clubs there is more possibility of lost 
cards and complaints about credits. 

“With this sales-slip system. there are no complaints, no 
bookkeeping, and no cards. The customers save the sales 
receipts. When they present them to us, we tally the 
figures on the adding machine. and that’s it.” 
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ELASTIC 
LACES 


Chucker Boot by 


e 


Fitchburg, Mass. 


THIS SMART NEW CHUCKER BOOT, BY PARKHILL, IS EASIER TO FIT . . . EASIER TO WEAR... 
EASIER TO SELL... IT IS LACED WITH TAYLORMADE ELASTIC LACES 

TAYLORMADE elastic laces stretch with the action of the foot to maintain a constant just-right tension 
in any foot position. Whatever the occasion — whatever the action, shoes that are activated with 
TAYLORMADE elastic laces are more comfortable, more desirable shoes. TAYLORMADE elastic laces 
maintain their built-in tension throughout their long active life. So lace your line with TAYLORMADE 
elastic laces for easier sales to a more comfortable clientele. 


THOMAS TAYLOR & SONS 


TAYLORED-TO-FIT (R) COPR. 1958 THOMAS TAYLOR & SONS Hudson, Massachusetts 
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Personalities ... 


JEAN OLDS 


HE shoe industry has twins— 
did you know that? They are, 
of course, Charline Osgood and 
Jean Olds. Charline is fashion direc- 
of the Kid 


has been stylist for the Irving Tan- 


tor Leather Guild. Jean 
ning Co. and, more recently, for Shain 
& Co., known for their shoe fabrics. 
Both are enthusiastic about the shoe 
industry. 


It took 


number of years in other fields before 


these Chicago sisters a 
they went to work for the shoe indus- 
try. Winners of scholarships, both 
girls studied painting at the Art In- 
From. then 


stitute of Chicago. on, 


their individual talents and _ interests 
led Jean to the Chicago Musical Col- 
lege and Charline to the Goodman 
Theater at the Art Institute. 


ating with a degree of Bachelor of 


Gradu- 


Music, Jean also gained a_ teacher’s 
the 
Chicago. She sang in concerts and the 
St. Louis 


certificate from University of 


Municipal and Chicago 
Opera companies, directed choirs and 
taught voice. 

Charline’s studies at the Goodman 
Theater gave her a B. A. degree in 
dramatic arts and the distinction of 


named the outstanding 
woman graduate of the year. She, too, 


being 


did some teaching and directing after 
graduation. From then on, her work 
for several years lay in radio and tele- 
vision, where she acted in some small 
parts and wrote and directed plays. 
She pioneered in the use of drama to 
bring about better management-labor 
relations, working for a division of 


68 


CHARLINE OSGOOD 


Avco. There she wrote and produced 
“Foreman’s Blues,” taking men from 
the assembly line to act in the play. 

“Charline’s training and experience 
were also used in dramatized sales 
presentations for Crosley, an innova- 
tion in this field. In her presentations 
of kidskin shoes 
from her European trips for the Kid 
Leather Guild—she has 
the “live quality” of 


many brought back 


dramatized 

the leather, 
pointing out that this delicate skin 
gives a special beauty and fit, cling- 
ing to the foot like a glove. 

Equally versatile in her talents and 
professional experience, Jean Olds has 
written radio copy for an advertising 
agency; sung in Broadway, radio and 
TV shows; been a casting director for 
Actors’ Equity; sat on the executive 
board of the Better Business Bureau 
and done promotion and_ personnel 
work for that organization. But it is, 
above all, her artist’s eye that has at- 
tracted Jean to the art of selecting 
materials and colors for the styling of 
shoes. In 1953 she spent three months 
in Europe surveying markets in rela- 
tion to color and accessories. 

These twin sisters, very much alike 
in some repects and different in others. 
maintain their independent lives, their 
apartments in the same building show- 
ing their individual tastes in decorat- 
ing and furnishing. To Jean, music 
especially singing—is still an absorb- 
ing interest. So also is Chinese paint- 
ing which she is studying with marked 
success. To Charline, reading—his- 
tories and customs of past ages have 


by ELEANOR M. RUTTY 


been of great interest to her—is a 
favorite hobby. Chess, as a fascinat- 
ing mental exercise, is another off- 


duty pastime. 


Baker Reporting 


from Washington 
[CONTINUED FROM PAGE 34] 


would not have spoken them unless 
he believed it necessary to start now 
to prepare management men for 
what’s to come in future years. Evi- 
dently, he doesn’t want future an- 
nouncements of total controls to 
come as a complete shock. It’s a 
grim picture but it undoubtedly is a 
realistic one. 


A combination of mild union op- 
position and apathy on the part of 
most business had almost killed a 
once-popular proposal to combine so- 
cial security and income tax with- 
holding reports. 

The combination, suggested by the 
Hoover Commission and supported 
by most of the Eisenhower Adminis- 
tration, would save businessmen an 
estimated $25 million a year by sim- 
plifying paperwork. 

Bills to accomplish the consolida- 
tion are lying dormant in the House 
Ways and Means Committee, which 
is showing no interest in holding 
hearings. 

The proposal would combine pres- 
ent detailed quarterly social security 
reports by employers with the annual 
detailed income tax withholding re- 
port. Quarterly payments would still 
be made by employers. 

Unions are opposing the measure 
because in some states unemploy- 
ment compensation payments are 
based on the highest quarterly earn- 
ings, as determined by duplicates of 
the quarterly social security reports 
which employers turn over to these 
states. Backers of the plan point out 
that the same information could be 
supplied by employers to state un- 
employment officials on request, but 
the unions aren’t buying. 

Businessmen themselves 
failed to push the measure. Some 
mildly oppose it on the general 
grounds that it would in these same 
states interfere with local adminis- 
tration of the unemployment com- 
pensation system. 

[CONTINUED ON PAGE 70] 
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Write now for catalog or for salesman to call 


GARDINER SHOE CoO., INC. 


MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 
GARDINER, MAINE 
NEW YORK SALES OFFICE: Marbridge Blidg., 47 W. 34th St. 
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MEN KEEP 
COMING 
BACK 
FOR 


YORKTOWNS 


BECAUSE Yorktown Shoes have proved 


over three generations of fine shoemaking 
that in leathers, workmanship, comfort, fit 
and wearability, they are the value leaders of 
the important middle market. 


BECAUSE Yorktown Shoes always present 
the newest, most salable style ideas. Right 
now, Yorktown has the much-desired, new, 

lighter weight, narrower toe Italian last styles 


STYLE 2039 
BLACK 
STYLE 2040 
BROWN 


with flexible construction! 


IN STOCK FROM A SINGLE SOURCE: 
101 Styles for Men, Sizes 6-14, $10.95-$14.95 retail 
24 Styles for Boys, Sizes 244-7, $8.95-$9.95 retail 


Advertised in 


LIFE AND ESQUIRE 


ad 


¢ 


FOR MEN AND BOYS 





Three Generations of Fine Shoemaking 


FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 
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Baker Reporting 
from Washington 


[CONTINUED FROM PAGE 68] 

The size and form of this year’s 
tax bill will soon be known in detail. 

Outlook for some form of tax cuts 
still is promising, despite the fact 
that time is running short. The 
deadline for enactment of some form 
of new federal tax law is June 30. 

Unless some positive tax action is 
cn the books by then, the govern- 
ment’s tax “take” will be sharply 
curtailed by the expiration of pres- 
ent rates on corporation income, to- 
bacco, and liquor. 

Basically, the problem facing both 
these tax-writing committees is this: 
How to maintain the necessary high 
rate of revenue (the Treasury will 
be 3 billion-plus in the red this 
year), and, on the other hand, how 
to legislate some selective relief for 
industries that need it badly. Here 
are some possibilities: 

An end to the three per cent fed- 
eral excise on freight shipments. 
(This will help the railroads and 
common-carrier truckers, both of 
whom have been losing business to 


private trucks, whose shipments are 
not taxable.) 

A reduction from ten per cent to 
seven per cent of the manufacturers’ 
excise on new automobiles. (This 
could mean an average $200 reduc- 
tion in the price of a Ford, Chevro- 
let, or Plymouth, and should be a 
stimulant to sales.) 

Some relief for buyers of used 
machinery. (Most likely: Permitting 
buyers of used machinery to take the 
same depreciation provided for buy- 
ers of new machinery.) 

Recent advances in calf skin prices 
are causing the government to re- 
examine the “surplus commodity” 
label it has pinned on hides and 
skins. 

Prices of calf leathers have in- 
creased by about five cents per foot 
in recent weeks. Light-weight calf 
skins have been particularly sensi- 
tive to the upward price movement. 

Tanners and shoe manufacturers 
are painfully aware of this increas- 
ingly tight market situation, and are 
urging the U. S. Department of 
Agriculture to re-appraise its desig- 
nation of hides and skins as “sur- 
plus commodities.” 


Any U. S. product designated as a 
“surplus commodity” by the U. S. 
Department of Agriculture is then 
automatically preferred over similar 
products of other nations for pur- 
chase under the foreign aid program. 
Thus the International Cooperation 
Administration, which buys millions 
of dollars worth of products around 
the world for delivery under the 
U. S. foreign aid program, is obli- 
gated to purchase U. S. hides and 
skins. 

In a tight market, such as exists 
today for calf skins, an upward price 
movement is inevitable. U. S. tan- 
neries and shoe manufacturers must 
compete with the ICA (a branch of 
the U. S. State Department) for the 
limited supply of calf skins. 

Whether or not the U. S. Depart- 
ment of Agriculture will abandon its 
position that hides and skins are 
“surplus commodities” remains to be 
seen. But at least there are now 
grave doubts among the planners at 
the Agriculture Department over the 
“surplus” label, and a further tight- 
ening in prices will substantially 
weaken the existing contention that 
calf skins are in soft supply. 
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King Kangaroo 


The Royalty of Kangaroo 


The excellence of AMER tanning combined with carefully 
selected raw skins give King Kangaroo its outstanding quality. 
AMER has accumulated a plentiful supply of Kangaroo skins 


anda Actes assuring prompt delivery! 


William AMER Company 


PHILADELPHIA 23, PA. ESTABLISHED 1832 
MEMBER KID LEATHER GUILD 


KANGARCO 
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Retail Trade 

| CONTINUED FROM PAGE 62 | 
oxford types and in strap patterns. 
May’s business, it was said, was 
ahead of last year by a healthy 
margin. 

The shoe department in the Jor- 
dan Marsh department store re- 
ported a good demand for a wide 
range of colors and styles. Moving 
well were oxfords with perforated 
vamps in black, blue, red and grey; 
multicolor straws; and whites—the 
latter in dressy pumps, T-straps and 
even in wedge heel models. 

Prominent among the offerings of 
the Thayer McNeil Company on 
Temple Place was an open-toe pump 
with a Cuban heel. The vamp and 
half way back to the quarter was 
perforated in a Maltese cross pat- 
tern and the throat was ornamented 
with a leather bow held in place by 
oval brooch. It came in two 
white and chinchilla 


an 
colors, bone 
calf. 

The three Kays-Newport stores, 
one in downtown Boston, and the 
other two in the Back Bay and 
Chestnut Hill districts respectively, 
promoted white shoes in both calf 
and dyeable fabrics; flowered prints 


BIG SPACE 

AND COLOR ADS 
IN LIFE, 
SEVENTEEN, 
MADEMOISELLE, 
DANCE, 

SKATING AND 
SK! MAGAZINES 
WILL PRE-SELL 


ANSKIN 


TIGHTS 
LEOTARDS 
TRUNKS 


full-fashioned 
for perfect fit- 

knit of HELANCA 
s-t-r-e-t-c-h nylon 


U. S. Patents No. 2,697,925 No. 2,706,389 No 


DANSKIN, INC. 437 FIFTH AVENUE 


NEW YORK 16 


in yellow, pink and pale blue; soft 
toe calf pumps with slender heels 
in white, pastel blue, pink, orange 
and turquoise; and suede pumps 
with extension soles in pink, light 
blue, yellow and beige. 


June Selling in Denver 
Registers Marked Gains 


GAINS up to 36 per cent over last 
year marked the retail shoe picture 
in the Mountain States area during 
warm June days. With the close of 
school, tourist trade, one of Colo- 
rado’s major “industries,” stepped 
up briskly, bringing increased shoe 
sale volume in casuals, canvas wear 


, 


and western moccasins and boots. 
Women’s shoe retailers reported 
“tremendous” white sale business as 
the first days of summer approached. 
With heat records set in May in the 
Denver reorders on summer 
wear have been made. Men appar- 
ently have regained confidence in the 
economic picture, for they have be- 
gun buying both dress and casual 
shoes in volume again. They are buy- 
ing the soft, light constructions, the 
stitch and turn and cement “bot- 
toms.” Shantung plaids and meshes 


area, 


in combination with light leathers 
are moving briskly. Moreover, busi- 
nessmen, ranchers and laborers had 
enough confidence to drop daily 
chores and go fishing, when the sea- 
son opened, in the largest numbers 
to date. Fishing boots for anglers 
and heavy mountain boots for tramp- 
ing rocky trails along streams were 
sold in volume. 

“Watch for the T-strap for wo- 
men, gaining popularity rapidly. By 
fall they will be very strong here,” 
said a leading downtown Denver shoe 
merchant. Another buyer said, ‘““Wo- 
men have heard too much about 
pumps in the past few years, and 
they are now grabbing up sandals 
with T-straps and variations of strap 
shoes. Heels in 18/8 heights and 
lower are gaining every day, as are 
one instep straps.” 

Prints have been disappointing in 
the Denver area where retailers have 
found that women are ‘too conserva- 
tive” for the bold colors. The only 
exception is in the very high-fashion 
lines in pumps and sandals and in 
the lowest price brackets. Casuals 
are selling in volume, but more in 
the flat field. Teen-agers are buying 

[CONTINUED ON PAGE 75] 


NOW—AT NEW LOW PRICES! » 
TWO BIG MARKETS TO SELL! 


Little girls, big girls, all 3; 


girls are living in Danskins, 
the number 1 fashion cos- 


{’ 


tume—and the all-time favor-\ 
ite of dancers and skaters. 
Famous for their knitted-in 
flawless fit. Delightfully 


warm and 


comfortable! 


Wash and dry quickly. 


NEWEST COLORS, PATTERNS, 
STRIPES AND TEXTURED LOOKS! 


FULL FASHIONED TIGHTS — 
for Children from $3.50; 


for Women from $3.95 


SEAMLESS TIGHTS — 
for Women $4.95 


LEOTARDS — 


for Children from $3.50, 
for Women $4.50 


TRUNKS — 


for Children $1.65, 
for Women $1.95 


All prices are retail. In stock 


for immediate delivery and 
Order 
Write for complete informa- 
tion and catalog B. J. 


fast fill-ins. 


2,799,023 
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© AMERICA'S FOREMOST STYLISTS AND MAKERS OF TIGHTS, 


direct. 
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Protektiv MODERN AGE 


HOW TO GUARANTEE YOURSELF THE MOST RELAXED VACATION YOU'VE EVER HAD! 


It takes only two things to think about and one to do! Think where you want to go and what 
you want to do. That’s easy. Next, think about the peak profit making season that will be 
practically here when you return...BACK TO SCHOOL BUSINESS! That’s a pleasing 


thought if there ever was one. 


And last, but most important of all, put your mind at ease by sizing-up right now for all 





those school sales that are on the way. What a wonderful relaxing relief will come over you 
the day your order is in for your basic school styles. 





We repeat... get your school order in before you leave on vacation. There’s no greater 
way in the world to insure a happy one. Try it, see if we’re not telling the truth. 


Terms 5%—30 Days F.0.B., Reading, Pa. 


Curtis-Stephens:-Embry Co. 
READING, PA. — 
FINE QUALITY CHILOREN’S SRHIOES SINCE 1882 


MODERN AGE? 


for every age and Official 
Girl Scout and 
Brownie Scout Shoes 


Play: wear 
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Profile: Sam Perling 
[CONTINUED FROM PAGE 44] 


when they fired the porter, he even 
“doubled in brass.” At the end of a 
year, Sam was promoted to a travel- 
ing salesman’s job—with a drawing 
salary of $35 a week... 
the road and sustenance were in- 
cluded in this “munificent” amount. 

Economic conditions began to im- 
prove, at last and with them—Sam’s 
lot. He was doing well... even had 
offers from other companies. But by 
that time, the idea of going into 
business for himself... that he had 
nurtured for a long time ma- 
tured to the point where he was 
ready to give it a try. 

In 1946, he went into the work 
business in Flowery Branch, 
Georgia . on the strength of his 
faith and enthusiasm in a boy’s boot. 
He tried to interest any number of 
manufacturers to produce it. When 
none of them was willing to risk it, 
he decided to try it on his own. He 
put his small capital into the venture 
and was backed up with sufficient 
credit by the Trust Company of 
Georgia and with enough help from 
a handful of suppliers of leather and 


expenses on 


boot 


AVAILABLE IN: 
Kiddies’ (K-66) size 2, Infants’ 


NOW 


(1-66) size 7, 
dren’s (C-66) size 10, Misses’ (J-66) size 13, Women’s 
(W-66) size 4, Boys’ (B-66) size 4, Men’s (M-66) size 8 


. to make a go of 
it. He has never forgotten how 
steadfast these people were. The 
closest kind of friendship and busi- 
ness relationship have existed ever 
since. 

From that modest beginning, 
Georgia Shoe Manufacturing Com- 
pany has grown and expanded over 
the past twelve years. They now have 
four factories ... all modern, well- 
equipped and producing about 11,000 
pairs of boots a day. They also have 
an instock warehouse that is one of 
the most modern in the country 
light, airy and easily handles 10,000 
pairs a day. 

There are 1200 people, including 
23 salesmen, in the all-over opera- 
tion. Sam’s latest project is a newly 
completed factory in Baxter, Tenn. 
In this plant, with its capacity for 
5600 pairs per day, top priority goes 
to men’s insulated boots 

made with the new #82 Vul- 
canization Process ... e.g. making 
the boot in one... the upper is at- 
tached to the insole, outsole and 
bottom in one operation thus 
eliminating quite a few operations 
in the lasting room. Many projects 
for expansion figure in this vulcan- 


allied products . . 


and _ boys’ 


ization program. 

Carrol Higgins is general super- 
intendent of all plants and Clyde 
Dabbs, assistant to Mr. Higgins, is 
superintendent of the Baxter plant. 

Sam has always recognized the 
need for honesty in relationships 
with supplier and customers. He 
has always been aware of the cus- 
tomer’s problems . . . specific needs, 
markup, merchandising; and attrib- 
utes his success in large measure to 
the fact that he takes a personal 
interest in every account and every 
customer. 

His original idea was to glamorize 
the boot business, make it more than 
a work plug. In the past twelve 
years, Sam has built style and re- 
finement of line into every boot. In 
addition to a salable product, he fur- 
nishes_ retailers with advertising 
mats, promotion ideas and selling 
helps. 

With it all, he is a humble man 
and lives by the simple rule of doing 
for others what he would have them 
do for him. His daily prayer is one 
of thankfulness and gratitude for 
the good life, his wife, four 
lovely daughters, a thriving business 
and a fine relationship with people. 
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Sophisticated Something New Has Been Added 


Self-Service 


[CONTINUED FROM PAGE 51] To Boost Your Children’s Business 


tents which are erected for its many 
yearly festivals. This flavor has 
been captured with bright Siamese | Now 
silk plaid canopies over the shoe 7 
bars. The vivid colors are repeated 
on the coverings of the revolving | 
stools. 
The department is now divided T \y M 0 D a a N L 0 0 K 
into three separate areas. The front a t 
area is devoted to flats, little heels, 
and dressier casuals. The middle 
room is an elegent seating area, a n d a ET T ’ ke f | T 4 
where customers have shoes from e 
stock brought to them. The rear area, 
which continues the theme, is used New Lasts i . 
for the more rugged heavier casuals | New Patterns @ Improved Quality Constructions 
and the new sports types. Right and Left Quarters on Pre-Welts 
The new department in addition to 
being a ones has helped speed up | INFANTS' 5'/2-8 GIRLS' 8'/2-12, 12'/2-3 
sales through its pre-selection and Pre-Welts Genuine 
self selection features. , 345 Goodyear Welts 


one strap in 
Brown — Red— 
Blue—5!/, to 8, 
Ato D 


Have 











Retail Trade 


[CONTINUED FROM PAGE 72] 
several pairs at a time of white and << ’ ti canny -" 
colored flats and T-straps. Some a ‘ Pes Brown - Red - 
i . Blue—8'/,_ to 
wedgies are selling, but the flat heel { 12, 12 to 3, A to D 
is the story in casuals. Children’s 
shoe sales were almost all in light- 
weight sandals and canvas wear. 662 

With employment up in many cit- White Unlined Boot. | to 6, B to EE. 
ies of the mountain states area, as ' 12819 
well as in Denver, retailers are opti- | = /\. poe og AE Site 
mistic over the summer and fall pic- | 12, 12! to 3, BtoE 
ture, prophesying that they will end | 
the year with figures up over 1957 in 
at least 10 of the 12 months. It was 
the consensus among many that re- 
tailers who are showing losses or | 
“just even” figures are those who | 
curtailed their initial orders and are | 
now unable to get quick delivery of | — iii Ban. 
necessary re-orders. Advertising | ee dle Oxford 8'/; to 12, 

: , 12, to 3, A to D 

space in newspapers and radio spots | 
have been increased by most retail- | 
ers in this area. As one retailer said, | Suggested Retail Suggested Retail 
“Maybe we would not have been so $4 95 $5 gS to $7 95 
fortunate this spring and early sum- . : : 
mer if we had not had the revolu- | Just as soon as they see them Mothers know these new Ephrata 
tionary changes in milady’s apparel styles really fit better! 
re Taeamiseand sack dreses A completely new concept of last proportions, ankle conforming 

pee right and left quarter patterns and improved Quality Constructions 


heels and require carefully-selected 16 fal : 
secaaiiiiaiia. nae te ong se make them the class of the Juvenile field. Write for catalog today. 


of our advertising upon this fact 

and our increased sales in shoes and FP iu RATA S H 0 F C 0 M PA N Y 
matched bags have proven the value 

of the emphasis we placed on ‘the EPHRATA i PENNSYLVANIA 


new look.’ ” 
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Sell Style 
by the Calendar 
| CONTINUED FROM PAGE 50 | 

shoes for dress-up wear in the 
evening as an extra pair. Every one 
of your age groups is going to 
parties, dances or other evening so- 
cial affairs, from Thanksgiving to 
New Year’s. A pair of dressy, light 
weight black shoes is needed. Please 
do not let gift items crowd men’s 
shoes out of your windows. If you 
keep customers’ size records (which 
you should) a letter to the lady of 
the house, that you have her man’s 
size on file can bring in a surprising 
number of gift purchases of shoes. 

Show a few heavier street shoes 
for wet weather if you like, but keep 
after the “dress up for evening” 
business and make December a ban- 
ner month. 

January—Now is the time to sell 
out the mistakes you made in buy- 
ing. Get rid of the odds and ends, 
so you can start the pre-Easter sell- 
ing with some new fresh styles. 

Many stores find that along with 
their sale shoes, there is a good 
chance to sell a new pair of freshly 
styled shoes to the boy or teen-ager, 


Frederick & Nelson, Seattle. Group 3248 designed by von der Lancken, Lundquist and Sorenson 


since 1830 makers of furniture for public use 


who bought during the _ back-to- 
school period, and is now ready for 
a new pair. So have some new boys’ 
and teen-age shoes ready for them. 

This winds up a fall and winter 
selling season. Try out some of these 
ideas, adapted, of course, to your 
store or locality. Believe in men’s 
and boys’ shoes as live, glamorous, 
important parts of your business, 
and watch your profits grow. 


The Hows and Whys of 
Cancellation Stores 

| CONTINUED FROM PAGE 53 | 
buy, the cancellation store carries a 
larger inventory than the conven- 
tional retailer. It also counts itself 
fortunate if inventory turns once a 
year, in contrast to ordinary stores 
which turn their stock two to two- 
and-a-half times per year. 

Small cancellation stores oper- 
ated by the owner and perhaps one 
employe are another story. Often 
opened with limited capital, these 
operations specialize in fitting a 
limited clientele requiring extreme 
widths or lengths. 

In recent years many women have 
opened small cancellation outlets, 


b 
be 
4 
0 
: 
b 


particularly in the smaller cities 
and towns. They tend to specialize 
not only in end sizes but in women’s 
high style famous brand shoes. The 
women shoppers in these areas en- 
joy owning fashionable brands, es- 
pecially when they can be obtained 
at medium prices. 

What type of woman goes into 
the cancellation shoe business? Cer- 
tainly she is not timid, hesitant or 
shillyshallying. She has a tremen- 
dous desire to succeed. She has 
drive spelled with a capital D. She 
is enthusiastic about her business. 

She is younger than she is old, 
perhaps in her early 20’s. She sees 
that the better grade shoes are de- 
sired in her town, and she knows 
women will buy them for less if 
they’re given the opportunity. She 
may be a school teacher who starts 
her store as a sideline on a very 
limited scale. When she is estab- 
lished she may leave her teaching 
and devote full time to shoes. 

Most of the larger cancellation 
operations are located in the cities, 
principally in high-traffic shopping 
areas. The store must be conve- 
nient to a mass shopping area so 
that the number of outsize custom- 


write for illustrated material 
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ers is high. Cancellation men do 
business with the awareness that 
most of us can be comfortably fitted 
by the conventional retailer around 
the corner or next door. 

Cancellations stores — although 
perhaps not those with “Discount 
House” on the sign out front—at- 
tract more persons in good times 
than they do during recessions. A 
Philadelphia owner said, ‘We have 
seen some new faces since business 
fell off, but they’re mostly looking 
for lower prices in the cream sizes. 
We find them hard to satisfy,’ he 
added wryly. 

A notably successful cancellation 
store is “Sheppard’s Famous Brand 
Shoes” at 6830 Market Street in 
greater Philadelphia. The owner 
and manager, Harry Sheppard, en- 
tered the shoe business part time 
during high school days, and after 
graduation became manager of an 
A. S. Beck chain outlet. 

“IT wanted my own place,” Mr. 
Sheppard reflects today. “I knew I 
couldn’t hope to compete with the 
chains, but after seeing the hard- 
to-fit customer turned away again 
and again, I hit upon an idea. I de- 
cided to buy up the end sizes and 
sell them for one dollar over chain 
prices.” 

This was the beginning of Mr. 
Sheppard’s business, which at one 
time included eight stores, some of 
which used supermarket-type mer- 
chandising techniques as long ago 
as 1946. Mr. Sheppard’s present 
store provides conventional shoe 
fitting service. 

Mr. Sheppard insists that a man’s 
most powerful asset is his own per- 
sonality, properly applied. “Each of 
us approaches people in a different 
way,” he says, “but genuine inter- 
est must be demonstrated. You 
must try to fill the customer’s 
needs.” He adds that too many fit- 
ters today are lackadaisical in their 
approach to the shopper. 

Another successful cancellation 
man is Irving Gruner of “Gruner’s 
Famous Shoe Supermarket’’ at 
Houston, Texas. Gruner, who ex- 
hibits plenty of bounce and mer- 
chandising savvy, started his busi- 
ness almost literally on a shoestring 
in 1943. 

His idea: A cancellation outlet 
featuring a continuous one cent 
sale. He sells one pair of shoes at 
regular price, the next for a penny. 

[CONTINUED ON PAGE 82] 
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New secret 
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women’s shoes... 








SOLE-FAB 


Low-Cost Insole Material 


Soft... Light Super Flexible Long Wearing 
_ all of these describe new Sole-Fab-A by Felters. 
It is a special low-cost flexible strip and flexible 
blocker innersole material developed to help you 
build extra comfort and flexibility into women's 
shoes. Sole-Fab is a secret composition of 
impregnated fibers with a nice ‘‘rubbery’’ 








feel and unusual resiliency 


Sole-Fab-A is called ‘. ' Re , 
the “All-in-One” Find out about Sole-Fab now! Be sure to 


Insole Material include this cost-saving, extra performance insole 


50,000 cycles of flex at 120° in your shoe line. It is available from the leading 
angle showed no delamina 
tion or cracking 

30,000 strokes of wear against 


coarse wire mesh screen 

caused no loss of strength or Fei e f= Fe * 

decrease in thickness. No The Co. 
flaking or chipping 99¢ = ’ a 

Accelerated 7-day oven aging 229 South Street, Boston 11, Mass 

test showed no brittling or a 
loss of life Sole-Fab Distributed by... . 

No _ staining of other ma Lynn Innersole Co., 125 Braintree St., Allston, Mas 
terials ” P. Clayman & Sons, 274 Broad St., Lynn, Mass 
Drape-Bex stifiness test Freeman Heel Co., 1900 Market St., St. Louis, Mo 
shows 5.5 inches Atco-Flex Corp., 2200 Lucas Ave., St. Louis ~~ 
FEB-24 


manufacturers of innersoles listed below. 








Your newest clerk can take these ; 
Editorial 


| ) Ct that [CONTINUED FROM PAGE 11] 
Eps people a self respect and appreciation for the service they 


render when they fit shoes. 

. 4 | In his business magazine the merchant has a valuable 

mcrease pro its : tool for this important work. Learn to use it well and 
effectively yourself. Then make sure that every member 

of your staff studies it regularly. 

Do as Norman Lynn of Lynn’s Store, Inc., Hammond, 
Indiana, does and so many other readers do. He writes, 
“In each copy of my Recorper I find several articles well 
worth clipping. In your May 15 issue I want to keep 
both ‘What’s In a Shoe’ and ‘How To Make a Budget 
Plan.’ Parts of each feature appear on pages 57 and 58. 
May I please have another copy so that I may make my 
file on each complete?” Then he continues, “Many thanks 
for your trouble but after all it is your fault. The articles 
are so good I simply must save them.” 

To which we add the “trouble” and the “fault” are a 
pleasure, are, in fact, a purpose. We hope it will be an 
Just ‘‘dial’’ increasing one! 
needed informa- Expressions like Lynn’s are demonstrations of the value 
pene: Caan of a business magazine at work, helping its readership to 

turn out’ the ° ° ° ° ° ae . o9 9° 
lebels determine their objectives, and aiding in building and 

training the organization to realize them. 





There’s a Boot for Every Woman 
So easy to affix o 


pressure-sensi- [CONTINUED FROM PAGE 47] 


tive labels in ‘ . ° 
practical but just as smart country boots, very likely with 


“fur” collars, warmly lined and on some sort of natural 
or synthetic rubber soles. These are the boots that will 
walk off your shelves in back-to-school and college promo- 
tions. 

A third type is the low-cut bootie for cold but less snowy 
conditions. These are convenient, smart and young look- 
ing; also warmly lined, water-resistant or repellent, on 
crepe or rubber soles. And then there are the indoor 
booties, always cozy, pretty and practical. Why not include 
them in an over-all boot promotion? 


clerk's spare 
moments 


Monarch Price-Marking builds profits F Shoe and Leather Window Display 


because: Accurate price and selling in- 
formation creates customer confidence 


. increases impulse sales . . . and 
makes sure each sale is at correct price. 
So easy to use Monarch Model 20 ‘’Dial- 
A-Pricer”: Just “dial” price-marking in- 
formation. No type to set or stamps to 
misplace. Easily re-set in seconds by a 
twist of dials! .. . Ideal for varied lines 
or limited quantities. Price-marks re- 
tail price, plus other stock or selling 
information on pressure sensitive Senso oe — step 
Labels, Gummed Labels, and String — ‘eavires no moistening 


¥ . . . adheres to flat 
Tags. Send coupon for information. or curved surfaces. 





Fill out the coupon, attach to your letterhead and mail for complete information. The Walsh Shoe Shop, Boston, recently featured an inform- 
ative window display of shoes nol the Evans leathers 

H Marking System Compan from which they are made. The Walsh Shoe Shop has two 
os revenge one rite a sen 3 Pt J large and one small window on Arch Street, divided by 
so “— — ; the store entrance. In the two large windows, one of 
I am interested in a Monarch Model 20 Dial-A-Pricer price- which is shown here, photographs taken in the Evans Tan- 
marking machine. Send me information on it—without obligation. nery at Camden, N. J., showed details of the tanning 
processes. The small window was devoted to a display of 
summer fashions in Evans Kid and Punched Pig. Shoes dis- 
— played in the other windows included styles for men and 
women in black, white and colored Evans Kid, Suede, 
TITLE Brogandi and Jimmy Pig. The Walsh shop carries an ex- 
tensive stock of shoes in these leathers. 
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Work Shoes 





Work Shoes Pay the Rent 


EAST GREENWICH, R. I. “The work shoe business 
is my gravy train,” says Nathan Rosenberg, owner of the 
New Idea Shoe Store. “It pays my rent every year.” 

Considering the store’s 25-foot frontage on downtown 
Main Street, it becomes apparent that the work shoe busi- 
ness runs into large volume. 

“Ever since I started this business 10 years ago,” says 
Mr. Rosenberg, “I have aimed at two-pair sales. In those 
early days I did not have the money to do a lot of adver- 
tising but I made up my mind that I could accomplish the 
same results—and much cheaper—by using effective selling 
techniques. 

“My experience proves my theory. I am getting the 
same result as I would get if I spent money on regular 
newspaper advertising. I have been, and am, selling two 
pairs to 25 per cent of my customers. 

“I make these two-pair sales by hammering away at one 
very important theme. I urge men to buy two pairs so 
they can alternate wearing each pair every other day. 

“But I have an effective way of presenting the theme. 
I tell my customers the rich man is never without shoes, 
that his shoes wear twice as long as the poor man’s because 
he has extra pairs so that he can change shoes often while 
the poor man’s shoes wear out twice as quick because he 
wears the same pair every day and the shoes do not have 
time to dry out. I tell them that the two pairs, worn 
alternately every other day, not only wear much longer 
but they provide a clean, fresh, and comfortable feeling. 

“That story really strikes home; it makes people think. 
They know how wonderful it feels to get out of the shoes 
they have worn all day and put on another pair. And they 
begin to realize that it is good economy to buy the second 
pair. 

“In addition to the 25 per cent who buy two pairs at a 
time, many of the fellows return in a few days or a very 
few weeks to buy the second pair.” 

This theme not only sells two pairs to many customers 
but it grades up the line. During the past few years the 
price range has stepped up from $5.95-$6.95 to a range of 
$6.95-$8.95. For those who really need a low-priced shoe, 
Mr. Rosenberg always has carried a $3.98 shoe, although 
he sells very few of them. 

Work shoes are kept in sections of the two large front 
windows all the time. When customers ask for a shoe of 
a certain price, Mr. Rosenberg shows them one and also 
one of the next higher bracket, making comparisons to 
show the customer what he will get if he trades up to the 
better quality. 

In the 1700-1800 period the vogue for buckled shoes for 
men gained such momentum that an entire city of England 
—Birmingham—was employed turning out 2,500,000 pairs 
annually, and a real fashion war was waged when the 
style changed to strings. 

Because this change wrought such great distress among 
the buckle makers, they petitioned the Prince of Wales to 
reinstate the buckle. Although the Prince responded im- 
mediately by adopting the buckle himself and demanding 
that everyone in his household do the same this aid was 
only temporary. 

Shoe strings were once considered an offense by many. 
One example of this occurred in France in 1793, during 
the Revolution, when Minister Roland, who had been ap- 
pointed by Louis XVI, appeared before him with strings 
in his shoes, and the king regarded this as a personal af- 
front. In America a similar attitude was shown toward this 
unworthy successor of the buckle. 
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For the new Huskies’ fall catalogue write 
HUSSCO SHOE CO., 47 WEST 34th STREET, NEW YORK, N. Y 


79 





What’s in a Shoe 
and How to Sell It 
[CONTINUED FROM PAGE 55] 


down toward the toplift. The breast 
is the front face of the heel. The 
breast line is the front inner edge of 
the heel—and the heel’s height is 
measured at this point. The toplift 
is the wear portion in contact with 
the ground. There are other parts 
(rake, groove, lip, etc.), but these 
are more technical terms not usually 
used in retail selling. 


Cup or 
Heel Seat 





Parts of the heel 


It’s estimated that about 180 mil- 
lion pairs of wood heels are being 
produced yearly. And about 70 per 
cent of these are in the broad Louis 
category—that is, ranging from the 
high “spike” heels to the “little” 
Louis heels. 

Wood heels were launched in 
America on a commerical scale in 
the 1880’s, and were introduced here 
by a Frenchman. In fact, wood heels 
were first made in large quantities 
in France (hence the origin of the 
French heel, a standard style still 
with The heels at first 
were costly—about 65 to 75 cents a 
pair to buy and apply, a very high 
cost relative to the over-all price of 
the shoe. However, as new mechan- 
ical equipment and methods were in- 
troduced, wood heel making got onto 
ti mass production basis, and costs 
plummeted. By the end of World 
War I the wood heel was very popu- 
lar and permanently established. 

Most wood heels are made of rock 
maple (except in the case of wedge 
flat heels). This wood 
comes chiefly from Canada, New 
England and New York state. It has 
a high moisture content. It must be 
air-dried for months, then kiln-dried 
in ovens to reduce moisture to 5-7 
per cent to prevent shrinkage. 

Wood has retained its popularity 
in heels because it can be easily 
shaped, is lightweight and has struc- 
tural strength. However, with the 
advent of thinner high heels, new 
structural methods have been in- 


wood 


us.) 


and some 
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corporated in the wood heel. For 
many years the wood heel was a 
one-piece affair. Today it’s made in 
two pieces, with the grains running 
in opposite directions, something 
like the plywood principle. This adds 
structural strength. The two pieces 
are held together with special mor- 
ticing. 

Also relatively new is the combi- 
nation wood and aluminum heel— 
which today represents more than 
half of all the higher heels for better 
grade shoes. Copper plating over the 
wood heel is another recent develop- 
ment. And still another is the resin 
coating which adds much strength 
to the wood heel. Another new meth- 
od used to add to the structural 
strength of today’s thin wood heels 
is a steel dowel driven through the 
axis of the heel. Thus, the modern 
high wood heel has more strength 
and stability than ever before—the 
result of “heel engineering.” 


Plastic Heels 

Over the past three or four years 
the plastic heel has had such a swift 
rise that today it represents more 
than half of all the higher dress 
heels used. It made its first impor- 
tant entry as the “glass” or clear 
lucite heel. But most of these heels 
today are thermoplastic—a material 
that flows under heat, then sets 
hard. They’re made by an injection 
molding process in a special machine 
that heats the plastic, which is 
forced under great pressure into a 
polished mold shaped to the type or 
style of heel desired. These heels 
have a reinforcing steel dowel inside. 

It costs about $12,000 to make a 
set of molds for a single style of 
plastic heel. The heel manufacturer 
makes this investment. The invest- 
ment costs for a wide variety of heel 
styles and heights is obviously high. 
However, once a selection of styles 
and sizes is available, the heel maker 
can sell a given style of heel to a 
number of shoe manufacturers—all 
on the original investment. This 
enables the price to match or under- 
sell some wood heels and almost all 
combination wood-aluminum heels. 
This is one reason the plastic heel 
has found such favor with so-called 
popular-priced shoes. 

Plastic heels are now made in all 
styles, shapes and heights, from 
high thin heels to flatties. Accord- 
ing to most heel makers and shoe- 
men, the plastic heel is here to stay. 


Wedge Heels 

The wedge heel—popularly known 
as the wedgie—is made of pine, is 
extremely lightweight. This was in- 
troduced about 20 years ago as a 
novelty item, but has since become 
an important staple in the heel in- 
dustry. Saks-Fifth Avenue claims to 
have been the first to introduce this 
heel—in December, 1937—though a 
couple of other claims date back to 
1934 and 1935. 
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Tubular Hardened 
Steel Jacket 
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And Regrading i 

Heel engineering 

The wedge is unlike other heels, 
in that it extends from the back of 
the shoe to the ball. Thus the bot- 
tom of the wedge touches the ground 
from heel to ball, making a contin- 
uous flat walking surface over the 
entire length of the shoe. With 
other heels there is an “open space” 
under the shank of the shoe. But 
the wedge heel fills this space, offer- 
ing a form of support under the 
arch. For this reason women find 
the wedge-heel shoe very comfort- 
able to wear. 

At first, the wedge heel was used 
solely on casual and play shoes or 
sport types. While today these shoes 
are still the mainstay of the wedge, 
versatile styling of these heels has 
made them adaptable to a greater 
variety of shoes. Also, the wedge 
heel was originally designed for the 
medium and lower heights. But to- 
day these heels are made in the 
whole range from flatties to very 
high types. Also, the design or 
styling range of these heels is al- 
most unlimited. 

Only about 20 per cent—the best 
core—of the pine tree is used for 
wedge heels. The wood is processed 
and dried in a similar way to regu- 
lar wood heels. Great precision is 
required in shaping and sizing these 
heels, to prevent distortions on the 
shoe. A special light pine wood has 
been introduced, making some of 

[CONTINUED ON PAGE 83] 
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belong in your store 
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MEN'S FIGURE 


Send for comprehensive 
buying guide 
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BOSTON ATHLETIC SHOE CO. 


72 Second St., Cambridge, Mass. 
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Just one of the many reasons why Moxees 
are America’s favorite sports and casuals. 


See ‘em all — today, write for latest catalog. 
Manufactured by Belgrade Shoe Co., Auburn, Maine 


In Canada by Fortune Footwear Ltd., Hamilton, Ontario 
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The Hows and Whys of 


Cancellation Stores 
[CONTINUED FROM PAGE 77 | 


The rule applies for members of the 
same family who come in together. 
“Most customers buy from two to 
six pairs,” Bruner says. 

In other words, if a customer se- 
lects a pair of shoes at $24.95, for 
$24.96 he is entitled to two pairs. 
And for those who want only one 
pair, the price is halved. 

Seven years ago when he moved 
to his present location at 6616 South 
Main, across from Houston’s medi- 


cal center, Mr. Gruner started this 
method of retailing. Then, it was 
simply an unusual idea and a one- 
man operation. 

Today, things have changed, but 
not Irving. He still rushes about 
in a hurry, still grabs a sandwich 
in the back and calls it lunch, still 
opens the store at 8:30 A.M. and 
closes at 6:00 P.M., 6 days a week. 

His supermarket idea has proved 
successful; consequently, he now 
has seven employes, instead of the 
original one man. And currently 
he’s having a balcony built above 
the rear of his 30 by 75 foot store, 





CASH IN! TIE-IN! “~x 


NOW BREAKING! BIGGEST AD CAMPAIGN /BA 


...- REACHING OVER 


120 MILLION 


POTENTIAL CUSTOMERS 
IN THE NATION'S’ LEADING. MAGAZINES 


Remember — 
ONLY GENUINE, PATENTED 


RIPPLE’ Sole 
THE SHOE THAT W-A-L-K-S FOR YOU 
— has been tested and proven to: 
¢ Absorb walking shock 
¢ Balance weight 


* Lengthen the stride 


“AMOUR 
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® Provide better traction 


*TM-RIPPLE SOLE CORP. 


Repair soles and heels 
available through 


STEP-ALONG PRODUCTS CO. 
Boston, Mass. 


WRITE TODAY ... for your 


FREE SALES AIDS 


Manufactured under license from RIPPLE SOLE CORPORATION by 


BEEBE RUBBER COMPANY 


Nashua, N. H. 


Tie-in Mats, Displays, Envelope Stuffers, etc. | 


which will house an additional 
3500-4000 pairs of shoes. 

In Mr. Gruner’s operation the 
fact that pointed toe shoes are the 
biggest thing in fashion merchan- 
dising today is of little importance. 
“We’re not interested in pointed 
toes,” he says. “Our customers 
aren’t interested in pointed toes. 
They want quality merchandise at 
a fair price.” 

So it is that when Mr. Gruner 
considers a job lot, seven or more 
pair of one style is what he looks 
for. With color, size runs and vin- 
tage being only of secondary impor- 
tance. For he says with experience: 
“There’s a foot for every shoe we 
have.” And he adds: “It’s easy to 
sell a customer what she wants; 
but, it takes a salesman to sell her 
what she doesn’t want.” 

Mr. Gruner keeps about a 12,000 
pair inventory of famous name 
shoes for men and women; and fea- 
tures approximately 40 top branded 
lines. “I buy the other fellow’s mis- 
takes,” he says. 

As a rule of thumb, he purchases 
his stock so that he can, in turn, 
retail it at the manufacturer’s orig- 
inal cost. 


New Work Shoe Soles 


TWO NEW work shoe soles have 
been introduced to the trade by Cam- 
bridge Rubber Company, manufac- 
turers of the Vul-Cork line. They 
will be designated as Vul-Cork C57 
and Vul-Cork C57 Neoprene. 

The soles feature specially de- 
signed chevron-type treads which 
serve as further protection against 
skids in addition to the built-in, slip- 
resistant qualities of cellular cork 
particles. Vul-Cork C57 Neoprene is 
specifically recommended for use on 
surfaces involving heat, oils, greases, 
chemicals or other substances which 
tend to damage regular rubber soles. 
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What’s in a Shoe 
and How to Sell It 


[CONTINUED FROM PAGE 80] 


these wedges nearly half the weight 
of a similar regular wood heel. 


Stacked Heels 

The stacked or leather or fiber 
heel is a perennial among heels. The 
term “stacked” means one layer of 
leather atop another, built up to the 
desired height. It’s used mostly in 
relation to women’s shoes. Leather 
heels (with or without a rubber top- 
lift) are of course used in almost 
all men’s, boys’ and children’s shoes, 
and are known simply as leather 
heels. 

The stacked heel, however, is a 
“styled” product, fashioned to the 
heels designs of the day. These 
heels are usually made by com- 
pressing ground leather fibers under 
high pressure. What results is a 
firm layer of “leatherboard.” By 
combining these layers the heel is 
built up to the desired height. The 
stacked or built-up heel may also be 
made of pieces of regular sole 
leather. 

A number of companies specialize 
in making stacked heels. In past 


years the leather or stacked heel was 
a basic in certain types of women’s 
shoes—for example, a 14/8 heel of 
Cuban or Military style used on con- 
servative style shoes, or the classic 
spectator heel used on the spectator 


shoe. However, while the spectator 
heel continues as a popular classic, 
the built-up heel was replaced by 
wood types in other shoes, due to the 
lighter weight. 

But over the past decade some re- 
markable styling innovations gave a 
major rejuvenation to the stacked 
heel—and today the stacked heel is 
found on many millions of pairs of 
shoes as an important style feature. 
The boom of flattie-type shoes and 
other low-heel types set the stage 
perfectly for stacked heels. And to- 
day they’re moving more and more 
into the higher heights on certain 
shoes—thanks in part to lighter 
weight materials developed for use 
in stacked heels. 

An estimated 200 million pairs of 
shoes of all types today use the 
leather or stacked heels. In men’s 
and boys’ shoes, many of the leather 
heels now have an invisible wood 
core to lighten the heel. Recently 
introduced was a light plastic heel 
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base, with cutouts, to likewise 
lighten the heel of the shoe. Men’s 
shoes, influenced by Italian styling, 
now have heels with unique designs, 
such as the popular horseshoe shape. 
Also, some men’s heels are being 
built a bit higher now—higher than 
the conventional 6/8 or 8/8 heights. 
Thus the truly “stacked” heel is 
coming into men’s shoes. 


Rubber Heels 


The rubber heel (most are actu- 
ally toplifts rather than full rubber 
heels) has been with us for the past 


60 years. It was discovered by acci- 
dent. A printer named Humphrey 
O’Sullivan, in Lowell, Mass., had 
trouble with his feet while standing 
daily at his typesetting machine. So 
he placed a rubber mat under his 
feet. This relieved the foot trouble 
somewhat. However, his fellow 
workers enjoyed the “practical joke” 
of hiding the mat from O’Sullivan. 

And here the first true rubber heel 
was born. The ingenious O’Sullivan 
simply cut off a slab of the thick 
rubber mat and nailed it onto the 
[CONTINUED ON FOLLOWING PAGE] 











160 FREMONT STREET, 


KEEP YOUR 
SHOES IN 
SHAPE... 
WITH 


FARBERIZED 
INSOLES AND 
WELTING 


Farberized* Insoles and 
Welting resist shrinking, crack- 
ing and curling, add months 
of useful life to any shoe. 


*Farberizing replaces water 
soluble tannins with a special 
compound which seals each 
fibre against moisture, yet 
retains the porosity of 

the leather. 


WORCESTER, MASS. 





heels of his shoes. And so another 
industry was born. Today over a 
half billion rubber or nuclear-type 
heels are attached yearly to new and 
repaired These heels have 
undergone major technical improve- 
ments since the original O’Sullivan 
heel. 


shoes. 


Heel Coverings 
Practically all heels must be 
covered—either with a spray finish 
or an actual covering of leather or 
celluloid or fabric or other material 
to match or contrast with the upper, 


as desired. This is almost always a 
hand operation. A ¢elluloid cover- 
ing (about half of dress heels are 
so covered) is sprayed on in the 
color desired—white, black patent, 
pastels, etc. The celluloid covering 
can be embossed to simulate various 
grains, such as alligator. 

Some heels have a slot running 
vertically through the center of the 
heel breast. The edges of the heel 
covering material (leather, fabric, 
etc.) are fitted into this slot so that 
the breast of the heel has a finished 


om service is tailored to provide all the 
working capital any qualified client needs, 


without increased borrowing, diluting 


profits or interfering with management. 


Information available for any manufacturer or 
distributor with $500,000 or more annual sales. 


1 


Textile Banking Company | 
55 Madison Avenue, New York 10, N.Y. 
Providing operational financing for the 


apparel, electronics, furniture, leather, 
Subsidiaries: 


T. B.C. Associates, Inc., New York 


look. On other types of heels where 
there is no breast slot, the two front 
edges of the heel covering may have 
an unfinished look. So a breast flap 
is used. This is simply an extension 
of the sole, but sliced very thin, so 
that it extends down from the shank 
to the front or breast of the heel. 


Toplifts 


The toplift is the wearing or 
ground-contact portion of the heel. 
The toplift is applied by machine 
after the heel is finished. The top- 
lift is then trimmed, inked, dried 
and polished. 

Until recently, most toplifts have 
been either leather or rubber or 
some nuclear or synthetic-type ma- 
terial. And today most toplifts are 
of these materials. However, the 
very thin heels currently popular 
have created breakage problems as 
a result of repeated repairing or re- 
placement of toplifts in shoe repair 
shops. There is so little area to 
receive the nails that the heel may 
eventually split with repeated re- 
pairings. Many wood heels now 
have a little metal ring on the heel 
just above the toplift, to prevent the 
heel from splitting from nail appli- 
cation. 

However, in has come even more 
recent “permanent” toplifts guar- 
anteed to wear the life of the shoe. 
One is a steel toplift, now found on 
some plastic heels. Another is a 
special compound, not metal but 
with steel-wearing qualities. Then 
there is the well-known replaceable 
toplift with a little aluminum shaft. 
When the old toplift is worn out, a 
new one is inserted simply and 
quickly. 

Incidentally, it’s believed that 
there have been more patented in- 
ventions for toplifts than for any 
other shoe component. The idea of 
most of these is based on the same 
principle—to give longer wear to 
the heel or toplift. While most of 
these are ingenious in one manner 
or another, only a handful have 
proved practical. 

(To be continued) 


Boosts Canvas Shoe Output 
WOONSOCKET, R. I.—The Woon- 
socket plant of the United States 
Rubber Company announced it was 
hiring 40 additional workers in con- 
nection with the expansion of pro- 
duction in its canvas shoe division. 
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Baltimore Groups Prepare 
For Annual Show July 13-16 


BALTIMORE — The Baltimore 
shoe community is spending more 
money than in any previous year to 
make its Annual Shoe Show a mer- 
chandising spectacular. The event 
will be staged at the Lord Baltimore 
Hotel, July 13-16. 

W. Milton Volk, P. H. Volk and 
Company, is chairman of the Shoe 
Show Committee. Sara Abrahams is 
secretary. The show is a joint pro- 
motion of the Baltimore Shoe Club 
and the Associated Shoe Travelers 
of Baltimore. 

Potential exhibitors are being 
notified that the show’s sponsors 
have lined up a whirlwind direct 
mail pitch to some 5000 shoe buyers 
in Maryland, the District of 
Columbia and seven nearby states. 

This is in addition to 10,000 ad- 
vance cards for use by manufactur- 
ers and wholesalers. 

Social highlight of the show will 
be a banquet, followed by a dance, 
on the evening of July 15. 
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Resort Store Fits 25% of Shoppers at Home 


ATLANTIC CITY, N. J.—Today’s 
busy housewife often has neither the 
time nor desire to take her children 
into town to buy shoes. But she 
does not have to if she lives in or 
around Atlantic City. 

A phone call to Irv Fischer’s 
Shoes brings to her door within 24 
hours a selection of shoes in differ- 
ent widths and styles for any mem- 
ber of the family. As one giant step 
in increasing business, this young 
and growing two-store operation has 
a thriving at-home-fitting business. 

Run by two brothers, Martin and 
Norman Fischer, the store has ex- 
panded from the business their 
father founded, but it still leans 
heavily on “at home” sales. Last 
year such sales accounted for nearly 
25 per cent of volume 

“We originally began it as an 
‘extra service,’”’ says older brother 





They’re Here to Stay: 


Boot Sales High at Denver Apparel Show 


DEN VER—Western boots are here 
to stay and sales are climbing every 
day. This was the consensus of 16 
boot and shoe manufacturers exhibit- 
ing (and selling) to an active mar- 
ket at the recent fall and winter 
showing of the Rocky Mountain 
States Men’s Apparel Club at the Al- 
bany Hotel, here. 

Retailers attended from 46 cities 
in Colorado, 10 other states and Can- 
ada. More interest was noted in west- 
ern boots, men’s shoes, casuals and 
moccasins than in some other of the 
men’s apparel lines. 

Among top sellers were Welling- 
ton boots, from infants’ through 
men’s sizes, roughouts, needle-sharp 
toe lasts in men’s top-grade boots, 
steerhead patterns in bronco boots, 
gold and silver milar trimmings, 
metallic inlays in women’s _ boots, 
ranch tan full-grained glove leathers 
with leather-lined feet, Persiana calf 
for men and women and walking or 
modified heels. 

In the best quality lines, imported 
Italian calfskin, black with silver 
stitching and trim, retailing for 
$47.50; handmade natural color boots 
in ostrich skin, retailing at $55; tan, 
brown or black boots with sealskin 
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feet and kidskin tops with four-row 
silk stitching, retailing at $39.50, 
and revived rough and tough shark- 
skin foot, kid top, with four-row silk 
stitching in tangerine color ($47.50) 
were being ordered in quantity. 


In a lower-priced line, interest was 
shown in an applique cracked ice 
leather boot, retailing at $25; a 14- 
inch stovepipe boot with white- 
stitched top and black feet, retailing 
at $22.50, and a Laguno crushed calf 
boot in black or medium brown, re- 
tailing at $19.95. 


Only optimism apparent 
among boot retailers and sales rep- 
resentatives. One sales manager 
stated, “People are wanting to wear 
western wear—not just genuine 
ranchers, contesting and 
wranglers, but everyone who lives in 
America’s suburbia today. Western 
wear is sweeping the country and 
this is our chance to cash in on the 
trend. It’s not a fad; western boots 
are comfortable and people will con- 
tinue to want them.” 

Half of the exhibitors remained to 
show their lines at the Mountain 
States Fall and Winter Shoe Show, 
which followed. 


was 


cowboys 


Martin Fischer, from Irv Fischer's Shoes 
in Atlantic City, N. J., fits a young cus- 
tomer with saddle shoes in her home. 
The firm makes a fourth of its sales in 
customers’ houses. 


Martin. “Soon one customer told 
another and, before we knew it, we 
found ourselves forced into setting 
up a regular time for at-home fit- 
ting.” 

A small notation added to check- 
up cards mailed daily tells of this 
All newspaper and _ radio 
advertising carries a tag line about 
the at-home fitting. 

A phone call from a regular cus- 
tomer poses no problem. The Fisch- 
ers check her purchase card and 
sizes and styles are kept to a mini- 
mum. For a new customer a double 
trip is often necessary. The first 
time the brothers take an accurate 
sizing and determine the type of 
shoe the customer prefers. The sec- 
ond trip usually wraps up the sale. 


service. 


“Sales are made 95 per cent of the 
time,” says 23-year-old Norman, the 
younger of the team, ‘‘and our sell- 
ing is very low-pressure. We always 
remember we're a guest in the cus- 
tomer’s home and we try to impress 
them with this: Just because we’re 
here doesn’t mean you have to buy. 

“The repeat 
“is excellent on shoes 


business,” he adds, 
not to men- 
tion the sale of boots, rubbers, and 
slippers which follow- 
ups. Just showing an item like pol- 
ish sells it in the home, and sales 
suggestions on related items make 
future trip back—and 


business.” 


are natural 


for a more 
[CONTINUED ON PAGE 94} 
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Women's department of new Kimmel & Son store in Erie, Pa., has chairs for 11 
customers. All walls and fixtures are painted a light gray. Forced out of its old 
site by a redevelopment project, the firm opened a more modern store. 


ERIE, PA.—“It’s an ill wind. . .”’ 

After 87 years on the same corner 
in Erie, Kimmel & Son suddenly 
faced the problem of finding a new 
location. An extensive redevelopment 
project was due to engulf the old 
site. 

Charles E. Kimmel and his son, 
Edwin L., operators of the store, 
found a corner location, with win- 
dows front and side, that looked 
quite promising. The new store is 
on the main business thoroughfare 
and not far from the old location. 

A new store front was installed to 
dress up the building and make it 
more inviting. Full-vision windows 
were used and a glass door set in 
aluminum trim. 

A modern sign extends across the 
entire front of the store with the 
Kimmel & Son trademark in 42-inch 
white script letters on a dark green 
background. 

Result: Kimmel & Son has not 
only weathered the forced move suc- 
cessfully but even come out on top 
with a more modern store in a bet- 
ter location. 

At first, management had looked 
upon the new location as temporary. 
But now it’s quite possible the store 
will become the firm’s permanent 
home. It is directly across the street 
from the new development area. 

When the Kimmels moved into the 
store, they used a floral trim of 
flowers around the end of the win- 
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dows and ample blossoms in the 
background. This, together with the 
modern aluminum front, brightened 
the corner considerably. 

A huge electric sign is to be erect- 
ed over the sidewalks proclaiming 
“Kimmel’s Shoe Korner,” and this 
will be used as a trademark in the 
future. 

The store architect was instructed 
to use as much of the former equip- 
ment as possible, on the theory that 
the store might be a temporary loca- 
tion. This included furniture, dis- 
play fixtures, files and other items. 

To give uniformity to these pieces, 
a light gray textured paint was used 
on walls and fixtures. Then the high 
ceiling was painted out with a coal 
gray color, thus lowering the visual 
impression. An entire rainbow of 
colors is worked into this blend of 
grays, producing the effect of bright- 
ness and cheerfulness. 

Posts and department dividers are 
yellow, with the rear wall in Chinese 
red to bring the 80-foot store depth 
slightly forward. Small display 
plaques and other small pieces are 
finished in strawberry pink, baby 
blue and beige. Beige is carried on 
through the carpeting. 

The lobby is spacious and the sales 
floor is divided into three depart- 
ments. The men’s and women’s de- 
partments have 11 chairs each; the 
children’s department, 20. Each de- 
partment is equipped with wall mir- 


rors. Department dividers made of 
pegboard panels provide an oppor- 
tunity to display shoes of the season. 

Lighting is the fluorescent egg- 
crate type, supplemented by incan- 
descent spotlights adjusted to darken 
the ceiling and throw light down and 
outward throughout the store. 

The spacious stockroom, occupying 
twice the area of the fitting depart- 
ments, is directly in back on the 
same floor. 

Kimmel & Son features nationally 
known brands of shoes, handbags 
and hosiery. 

One month prior to the move, the 
firm launched an extensive adver- 
tising and promotional program. 


Miles Division of Melville 
Lists Buying Appointments 

NEW YORK—Three appointments 
to the buying staff of Miles Shoes, a 
division of Melville Shoe Corpora- 
tion, were announced by Arthur B. 
Gold, vice-president in charge of 
merchandising. 

Named buyer and merchandiser of 
women’s dress shoes was Joseph B. 
Friedlander. Elliot Lubin will buy 
women’s sport shoes and merchan- 
dise all women’s flat footwear, and 
Edward Solomon will buy all in- 
fants’ and girls’ shoes. Paul Cantor 
will buy rubbers and sneakers in ad- 
dition to his present duties as hand- 
bag buyer. 

Harry Cohen, who was women’s 
dress shoe buyer, has resigned to 
join Jamey Shoe Company, Inc., 
Nashua, N. H. 


Geo. E. Keith Co. Adds Five 
Men’s Shoe Departments 


BROCKTON, MASS.—The George 
E. Keith Company has acquired five 
more men’s retail shoe operations on 
the West Coast, bringing the total 
number to 10. 

For some time the company has 
been operating the men’s shoe de- 
partments in five of the Ross Com- 
pany stores in California, one each 
in Oakland, Fresno and Sacramento 
and two in Berkeley. This group of 
stores was recently bought by the 
Robert S. Atkins Stores, and it is in 
five of the Atkins stores that the 
Keith Company will operate depart- 
ments. 

The departments are at 150 Sutter 
St., 398 Post St., and 6 Stonestown, 
all in San Francisco; Palo Alto and 
San Mateo. 


Boot and Shoe Recorder 





Israeli-Made Men’s Shoes 
On Sale in New York Stores 


NEW YORK — Handmade men’s 
shoes from Israel, premiered at the 
U. S. World Trade Fair here last 
month, are now being sold in several 
New York stores. 

Featuring soft calfskin, the shoes 
are produced by the Ne’imim Shoe 
Company of Tel Aviv and imported 
by the Jacksonbear Trading Com- 
pany. Styling is varied, including 
the straight-tip dress shoe and moc- 
casin toe with three eyelets, both in 
black and brown. 

The Israeli Trade Commissioner 
in the U. S. said the Ne’imim firm 
was able to choose from a large pool 
of shoemakers who migrated to the 
Holy Land from Europe. 


Men’s Wardrobe with Shoes 
Offered on Installment Plan 


CHICAGO—A completely coordi- 
nated wardrobe for men including 
one pair of shoes on a $15 monthly 
payment credit plan is offered by 
Benson-Rixon, a chain of men’s fur- 
nishings stores here. 

The payments, totaling approxi- 
mately $145, are spread over a 10- 
month period. One of the suggested 
wardrobes offers two “top-to-toe” 
ensembles—one for dress and one 
for sport. This includes a complete 
suit and a jacket and slacks outfit 
plus a pair of slip-on shoes suitable 
for either dress or casual wear. 

Other wardrobe selections offer a 
suit, shirts, socks, ties, belt, hat and 
topcoat. Accessories and underwear 
are included in some groupings. 
Shoes offered are well-known brands 
ranging in price from $12.95 to 
$21.95. 


Foot Comfort Week Slated 


CHICAGO—The Scholl Manufac- 
turing Company, Inc., announced 
plans for the 42nd annual observance 
of Dr. Scholl’s Foot Comfort Week, 
June 21-28. Shoe dealers recognize 
the week as a peak period for selling 
foot remedies and appliances, the 
company said. 

For this year the Scholl Company 
prepared advertising and merchan- 
dising material for retailers’ use 
prior to and during the week. The 
material ties in with a national ad- 
vertising campaign through Life, 
the Saturday Evening Post, other 
magazines, major daily newspapers 
and network radio. 
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Dallas Table Sales Move Obso 


lete Styles 


So A ll 


Dallas women crowd into Owen's Shoes, Inc., for table sale of obsolete stock. All 
the shoes displayed are for the right foot. After the customer fits herself, a 
clerk finds the other shoe on the shelves. 


DALLAS—Owen’s Shoes, Inc., has 
solved the problem of moving obso- 
lete shoes for women with its sin- 
gularly successful table sales. 

The Dallas firm has staged three 
of these promotions in the last two 
years, each lasting two to three 
weeks. 

“Contrary to the predictions of 
many persons in the trade, these 
sales have raised rather than low- 
ered the prestige of our store,” says 
manager John Ashton. “They have 
built up traffic with a tremendous 
number of new customers and estab- 
lished the store in those persons’ 
minds as the place where they will 
also buy their next pair of shoes.” 

Regular prices of shoes placed on 
sale—all women’s—range from $7.95 
to $22.95, Mr. Ashton explains. The 
sale price on all shoes is $5. 

“We estimate that jobbers would 
have been able to offer us only $2 
per pair, at best, for these same 
shoes.” 

Mr. Ashton claims the last promo- 
tion brought more than 20,000 per- 
sons into the store, with 227 pairs 
of shoes sold before 9:30 a. m. To 
give employed women and girls the 
opportunity to shop before going to 
work, the store advanced its opening 
time from 9:30 to 8 o’clock. 

Ads featured such comments as, 


“Skip your morning coffee so that 
you can be early for our table sale.” 
Or, “Don’t let your friends tell you 
about the values they received at our 
table sale. Get them yourself by 
coming early.” 

Advertising for the promotion ap- 
peared in both Dallas newspapers, 
opening with 40-inch and tapering 
off to 24 and 18 inches. 

Radio was the only other medium 
employed, with 20 spots during the 
first three days. 

The store used 10 tables to display 
the shoes, which were grouped ac- 
cording to length. 

Only shoes for the right foot were 
displayed on the tables. The mates 
remained in their boxes, with the 
exception of those on the table in the 
window display. Each customer 
served and fitted herself, leaving 
clerks only the task of selecting the 
matching shoe to complete the sale. 

“We believe that permitting the 
customer to shop for shoes in the 
same manner as groceries—with no 
sales pressure and plenty of time to 
make her selections—resulted in a 
much larger sales volume than if 
salesmen had fitted customers in the 
conventional manner,” says Mr. Ash- 
ton. 

Self-service also permits the pro- 
motion to be staged without addi- 
tional sales personnel. 





ST. LOUIS 


Edison Bros. to Open 8 Stores, Add Chandler’s Office een named to the New York office. 


Edison Brothers will Fifth Ave., off 4th St., New York, © Will be under the direction of 
: : ‘ buyer Maurice Artstein. 

open three new stores in August, and a Burt’s store in downtown 
two more in September and another Stockton, Calif. 
three in October. Five will be in sub- 
urban shopping centers and three in 
downtown sites. 

Slated for August openings are 
Paker’s and Chandler’s stores in the 
new Glendale Shopping Center, In- 





A Baker’s and a Chandler’s will $ B : 
open in Milwaukee’s Mayfair Shop- With Display of Antique Shoes 
ping Center in October, along with 
a Baker’s in the Westborn Shopping here, first Stetson store in the coun- 
Center, West Dearborn, Mich. 

Edison Brothers also announced Stetson Shoe Company, is celebrat- 
dianapolis, Ind., and a Baker’s in the opening of a merchandising of- ing its golden anniversary. 

Seven Grand Shopping Center, De- fice at 40 East 34th St., New York 
City, for its Chandler’s division. set up a window display of old-time 

Scheduled for September are a Willard Fonarow, of the St. Louis footwear. Included are many mu- 

two-story Chandler’s salon at 693 Chandler’s merchandising staff, has seum pieces which the Stetson Com- 




















Store Marks 50th Birthday 














CLEVELAND—The Stetson Shop 











try which was not owned by the 

















To mark the event, the store has 
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One of a series featuring national advertisers who are Iselin clients 


Carmo Shoe Mfg. Co., is one of the notable shoe manufacturers who 
factor with William Iselin & Company, Inc. We are proud of our asso- 
ciation with these successsful companies. Iselin factoring has long 
been a basic tool of successful operation in many industries, whether 


used for financial, credit or consultative services. 
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pany manufactured as far back as 
1885, as well as high top lace wo- 
men’s shoes of 1907-10. 

The display is only a part of a 
year-long campaign marking the Au- 
gust anniversary. A series of news- 
paper ads, which began in May, fea- 
tures veteran employees’  photo- 
graphs. In addition the shop is dis- 
tributing to customers free reprints 
of a painting. 

The store is in the heart of the 
downtown Cleveland business dis- 
trict, on East Sixth St. Manager for 
42 years has been Lewis Campbell. 
























































McDonald Names Managers 


HASTINGS, NEB.—The J. M. Mc- 
Donald Company headquarters here 
announced the following managerial 
changes recently in its 100-store 
chain: 

John W. Bayless, formerly of the 
Seabrook Shopping Center store in 
Topeka, Kan., was named manager 
of McDonald’s outlet at Russell, 
Kan., replacing V. E. Pickering. B. 
Bruce Treu, formerly assistant man- 
ager at Perryton, Tex., was pro- 
moted to manage the Delta, Colo., 
store. Donald R. Jackson, formerly 
manager at Delta, was transferred 
to become manager at Ogallala, Neb., 
replacing D. A. Anderson. 




































































Shoe Corporation Revises 
Pacific Northwest Operations 


COLUMBUS, O.— Shoe Corpora- 
tion of America has announced that 
its headquarters here will take over 
the operation of retail units for- 
merly operated by a subsidiary, 
Block Shoe Stores, Inc., in North 
and South Dakota. 

Gallenkamp Stores Company of 
Los Angeles, another subsidiary, 
will take over Block-operated units 
in Washington, Oregon, Idaho, Utah 
and Montana. 
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A CREAM DRESSING IS BETTER FOR 
GOOD LEATHER THAN ANY PASTE OR 
STAIN POLISH. IT NOURISHES, PRESERVES 
AND GIVES A LAST- 

ING SHINE. DOES NOT 

CLOG AND CRACK 

GOOD SHOES. 


CARRY AND SELL 
THE BEST CREAM 


MELTONIAN 


MADE IN ENGLAND 


SALOMON & PHILLIPS 


One of America’s Finest Resources for 


+ SAMPLES » 


* JOB LOTS 
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* CANCELLA 
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Branded Shoes - first quality 
from outstanding makers. — 
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IDEAL FOR : 
Cancellation Stores 
Drive Ins 

Bargain Basements 


460 FOURTH AVE. ° 
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Charleston Department Store 
Elevates Shoe Buyer, Others 


CHARLESTON, S. C.—James F. 
Condon, long-time head of the shoe 
division at James F. Condon & Sons, 
one of the Southeast’s largest de- 
partment stores, has been named 
head buyer for the whole store, as 
well as a vice-president. 

Under Mr. Condon’s direction, the 
shoe division of the family-owned 
business has grown to a_ point 
where it accounts for some 19 per 
cent of gross business. “This is fig- 
ured as about twice the amount, 
comparatively speaking, usually 
done in shoe departments within a 
department store,” a store spokes- 
man said. 

The store has elected a full new 
board of directors, elevating junior 
members of the firm to top posts. 
J. Joseph Condon, 32, was named 
president and general manager, and 
Matthew A. Condon, Jr., was pro- 
moted to executive vice-president 
and controller. Vice-presidents in- 
clude Francis E. Condon, merchan- 
dise manager; James F. Condon and 
Edward I. Condon, promotional 
manager. William F. Condon, Jr., 
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is secretary and treasurer as well 
as properties manager. 

William F. Condon, Sr., and Mat- 
thew A. Condon, Sr., have become 
co-chairmen of the board. 


National Shoes Opens Units 
In Reading, Niagara Falls 

NEW YORK — National 
Inc., eastern chain which seeks to 
expand to 200 stores as part of a 
long-range program, has opened its 
147th and 148th units at Niagara 
Falls, N. Y., and Reading, Pa. Both 
stores employ the latest in self-se- 
lection techniques and feature pas- 
tel interiors, the chain said. 

Patrick Judge is manager of the 
3500-square-foot Niagara store, and 
Roger Fox is manager of the Read- 
ing shop, which covers 3600 square 
feet. 


Shoes, 


Converted to Family Store 

NEW YORK—A McAn 
men’s and boys’ shoe store in Red- 
wood City, Calif., has been converted 
into the chain’s first family store in 
that community, 28 miles south of 
San Francisco. Melvin Culrose is 
manager. 


Thom 


Expanding Cheyenne Store 
To Add Children’s, Boys’ 
CHEYENNE, WYO.—Klair Fow- 
ler, proprietor of Fowler’s, a cloth- 
ing and men’s and women’s shoe 
store, announced plans for an ad- 
8000 feet of 
present 


ditional sell- 
ing space adjoining the 
store at an estimated cost of $350,- 
000. The enable the 


firm to 


square 


project will 


add children’s and boys’ 


shoes, as well as increase its wo- 


men’s and men’s footwear stocks. 


The 
make 


expansion reportedly will 


Fowler’s the biggest inde- 


pendently -owned family footwear 


operation in Wyoming. 


Idaho Idea: A Free Turtle 
With Each Pair of Sneakers 
IDAHO FALLS, IDA. Credit 
Hudson’s Shoe Store with 
something unique in premiums. The 
Super 


here 


store has boosted sales of 
Champ Keds by offering a free tur- 
tle with each pair. 

The family 
small turtles in its children’s depart- 
A store spokesman said the 
impulse 


store displayed the 
ment. 
offer led to a high rate of 


sales. 


































Hurry! 


NOW is the time to put in 
your Window Display of 
Dr. Scholl’s Appliances 
and Remedies to cash in on 
nationally advertised 
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SHOE 
HORNS 


Handsome, masculine 
shoe horns, imported di- 
rect from the style cen- 
ters of Italy and Eng- 
land. Treasured “conver- 
sation pieces” that add 
just that right touch to 
any gentleman's ward- 
robe. Liberal dealer 
mark-up. 











Prompt Shipments Guar- 
anteed. Most Complete 
Stock of Shoe Horns in 
America. 


Write Today For Illustrated 
Literature and Price List. 


WARNER 
IMPORTS 


“The Shoe Horn King” 


4015 W. Magnolia Bivd. 
Burbank, California ) 
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| Survey Finds College 
Men Like Cordovans 


WEBSTER, MASS. — When the 
college man goes shopping for shoes, 
it’s two to one he will pick a pair 
of cordovan colored shoes. So says 
the Bates Shoe Company, manufac- 
turing firm, after conducting its 10th 
annual survey of collegians’ footwear 
preferences. 

According to Francis E. Ryan, the 
firm’s vice-president, the survey dis- 
closed that the average college man 
ewns two pairs of dress shoes and 
two of casual shoes. He buys a pair 
of each type every year, paying 
$17.50 for the dress shoes and $11 
fer the casual pair. 

The survey, conducted by “Bates 
advisory boards” on college 
campuses, also found: 

1. Style and appearance carried 
more weight in influencing the men’s 
Tra- 
ditional campus styles, however, won 
out over “latest” fashions. 

2. Three-fourths of the students 
preferred a medium- 
weight sole to a heavy or light one. 
For casual footwear, rubber or crepe 
soles outranked leather soles in pop- 


| ularity. 









3. Rubber heels held a slight edge 
over leather heels on leather-outsole 
dress shoes. Rubber heels were a 


8-1 favorite on leather-outsole cas- 
uals. 


4. Most students bought their 
shoes in their hometown, with the 
campus shoe store in the runner-up 
spot. 


Penobscot Maps Promotion 
To Follow Crooner Tie-in 


BOSTON — The Penobscot Shoe 
Company, which this spring intro- 
duced Tres Jolies, its new line of 
teenage dress flats, with a successful 
promotion tied to TV and recording 
star Andy Williams, now plans an- 
other noteworthy promotion for fall. 
Details will be announced later. 

Among other features, the spring 
promotion consisted of a Williams 
endorsement of the new line. Many 
ways were suggested in which the 
store could capitalize not only on his 
personal popularity but also on the 
popularity of his Cadence records. 

One effective method was for the 
retailer to arrange with a local radio 
station for an “Andy Williams Day” 
in the store, with a local disc jockey 
playing Cadence recordings of songs 
by Williams. Several types of con- 
tests were suggested for these days, 
und prizes included the following: 
Andy Williams albums or individual 
records; life-size blow-ups of Wil- 
liams; framed enlargements of his 
photograph, or a pair of Tres Jolies 
shoes. 








She Decided She Liked Hers Better 



























“And what was so good about the good old days?" asks coed Jane Fatheree at 
the University of Mississippi as she examines the bootery grandmother used to 
wear. Marking the 75th anniversary of the arrival of the first women students 
at "Ole Miss," the modern coeds compared their own styles with those of bygone 


days, decided today's were preferable. 
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Soft and 
Supple! 


Black ‘‘Baby Beaver’ print, slip on, 
bend sole, leather insole. 
6 to 12. Price only $5.30. 


today's competitive conditions. 


*RIPPLE SOLE® shoes with extra features. 
Boys’ shoes in widths. 


Nationally Advertised 





moccasin stitched vamp, oak 
379023 stocked C & D widths, men's size 


NATE KABAKER says this style is right! 
FOOT KING®—best resource for the Independent Retailer under 
ALPINE Boots and Oxfords; WELLINGTONS: SHU-LOK® closures in 
sizes all the way from Child's Pollyanna size 8, to Men's size 12. 
CHUKKER BOOTS: and 


FOOT KING® means BUSINESS 


Dept. 615, A. S. Kreider & Son Co., PALMYRA, PA. 


*TM RIPPLE SOLE CORP. 








ORDER 
79023 
FOOT KING® 
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CAN FOOL YOU 


CANCELLATION SHOE*STORE OWNERS: 


exgopaennt _ % 
& ; 


OVERHEAD 


ees: 


The total sales...NOT the kind 


of sales determines the overhead 
expense or COST 
OF DOING BUSINESS. 


sells large quantities of 

quality branded shoes and meets 

competition nationally. Weil 

offers better values and 

wider selections, which has 

resulted in consistent leadership 
. satisfied customers... 

for over 25 years. We invite 

inquiries by mail, wire, phone. 


shoe company 


1215 Washington Ave., St. Louis 3, Mo. 


CE. 1-4898 
SAMPLE ROOMS: 138 Duane St., N. Y.—Alexandria Hotel, Los Angeles 
"WHILE IN TOWN SEE WEIL" 


CE. 1-3762 


Quality Shoes Since ‘32 


Pe ee 








National Shoe Fair to Mark 25th Year, October 26 to 30 
CHICAGO—A silver jubilee theme 


will keynote this year’s National 
Shoe Fair, to be held here October 
26-30. 

The show, the 25th since the fair 
began in 1936, will occupy the Palm- 
er House, Conrad Hilton, Congress 
and Morrison Hotels in Chicago’s 
Loop area. More than 100 exhibitors 
who have participated in every fair 
will be honored. (In two years both 
spring and fall 
shows were held.) 

Chairman of the 
1958 event is A. 
B. Cohen, presi- 
dent of United 
States Shoe Com- 
pany, Cincinnati, 
O. He said a com- 
mittee is planning 
“exhibits of in- 
terest, education- 
al features and 
entertainment of a special kind that 
will appeal to every aggressive re- 
tailer and manufacturer.” 

Styles will be shown for spring 
and summer, 1959. With Easter 
coming early next year, March 29, 


A. B. COHEN 
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all buying must be completed by the 
end of the fair to assure delivery to 
retailers in time for the Easter rush, 
Mr. Cohen remarked. 

The Silver Jubilee Shoe Fair Com- 
mittee includes: 

G. B. Allbritton, secretary, National 
Shoe Manufacturers Association, New 
York; William J. Crawford, owner, 
Crawford Shoe Stores, Peoria, IIl.; 
Georgia E. Gayou, manager, National 
Shoe Fair, Chicago; Gilbert Hahn, 
president, William Hahn Company, 
Washington, D. C.; Mrs. Thelma Hen- 
nessey, secretary, National Shoe Re- 
tailers Association, New York; George 
B. Hess, vice-president, Hess Shoes, 
Baltimore. 

David S. Hirschler, president, Hof- 
heimer’s Inc., Norfolk, Va.; W. Maxey 
Jarman, chairman of the board, Gen- 
eral Shoe Corporation, Nashville, 
Tenn.; Henry W. Lambrecht, president, 
Dixon-Bartlett Company, Baltimore; 
Herbert Lape, Jr., president, The Julian 
& Krokenge Company, Columbus, O.; 
Louis Liebson, vice-president, Edison 
Brothers Stores, Inc., St. Louis; Paul 
O. MacBride, president, Milford Shoe 
Company, Milford, Mass. 

Edward J. McDonald, executive vice- 
president, National Shoe Retailers As- 
sociation, New York; Owen Metzger, 
president, Wetherhold & Metzger, Al- 
lentown, Pa.; Raymond A. Mills, vice- 


president, Endicott Johnson Corpora- 
tion, Endicott, N. Y.; Robert G. Mil- 
stein, Mid-States Shoe Corporation, 
Milwaukee; John L. Moran, president, 
Moran Shoe Company, Carlyle, Ill. 

John W. Morgan, president, John 
Morgan & Associates, Inc., Parkers- 
burg, W. Va.; Lloyd W. Nordstrom, 
Nordstrom, Inc., Seattle, Wash.; Keeve 
B. Pass, merchandising manager, Rich’s 
Inc., Atlanta, Ga.; Henry Rand, presi- 
dent, International Shoe Company, St. 
Louis; Marcus Rice, merchandiser of 
shoes, Famous-Barr Company, St. 
Louis. 

Clovis P. Saunders, president, Som- 
mer & Kaufman, San Francisco; L. J. 
Schaefer, Brown Shoe Company, Clay- 
ton, Mo.; S. L. Slosberg, president, 
Green Shoe Manufacturing Company, 
Boston; E. J. Trench, secretary, Na- 
tional Shoe Travelers Association, St. 
Paul, Minn.; Merrill A. Watson, ex- 
ecutive vice-president, National Shoe 
Manufacturers Association, New York. 


No. Carolina Store Honored 


SALISBURY, N. C.—The North 
Carolina Merchants Association has 
presented Casper’s, a local shoe 
store, with both the first and second 
awards in the shoe division of an 
annual retail advertisements con- 
test for cities under 25,000 popula- 
tion. 





© Obituaries 
Frank B. Ward Dies; Served 
44 Years at American Biltrite 


MELROSE, MASS. — Frank B. 
Ward, 61, purchasing agent and as- 
sistant secretary of the American 
Riltrite Rubber Company of Chelsea, 
Mass., died at his home here on May 
19 after a brief illness. 

In length of service, Mr. Ward 
was one of the company’s oldest em- 
ployees. Born in Stoughton, Mass., 
he joined American Biltrite’s 
Stoughton staff in 1914 following his 
graduation from the Stoughton 
schools. In 1932 he was transferred 
to the company’s home office in Chel- 
sea. 

Surviving Mr. Ward are _ his 
widow, Ethel; a son, Francis, and a 
sister, Miss Regina Ward. 


Pearl E. Selby 


PORTSMOUTH, O.—Pearl E. Sel- 
by, 88, for years general manager 
and vice-president of the former 
Selby Shoe Company, Portsmouth, 
died in West Palm Beach, Fla., fol- 
lowing surgery, relatives here were 
informed. 

Three surviving brothers, Mark, 


Homer, and Rogers, sons of the late 
George D. Selby, founder of the 
firm, live in Portsmouth. Also sur- 
viving are his widow, Stella; a son 
and a daughter. 


Rheo H. Hainstock 


NILES, MICH.—Rheo H. Hain- 
stock, 60, president of Hainstock’s, 
Inc., here, died recently after a heart 
attack. 

Mr. Hainstock came to Niles in 
1931 as president of the Hess and 
Hainstock Brownbilt Shoe Store, in 
partnership with Oscar Hess. In 
1953 Louis J. Hradel and Arthur L. 
Fisher purchased the Hess interest, 
forming the present operation. 

Mr. Hainstock is survived by a 
brother, Merl V., and a niece, Mrs. 
George Reighley. 


Jules Danowitz 


LANSING, MICH.—Jules Dano- 
witz, 46, district manager of Shoe 
Corporation of America, which op- 
erates the R. & H. stores in Lansing, 
died May 19 in a local hospital. 

Surviving are his widow, Rhea; 
two sons, Harold and Carl; his 
mother, Mrs. Bessie Danowitz, two 
brothers and a sister. 


You can Sell More Pairs uppered with 


et6 us var orf 


because White Shoe Care 
is EASY with 


Free Kleenette 
Folders and 
Merchandising Tags 
for Kleenette 
Uppered Shoes . . . 


Write for Samples 
A.H.Ross & Sons Co. 


Chicago 22, Ilinors 


William H. Ladd 


WHITMAN, MASS.—William H. 
Ladd, 85, retired superintendent of 
the United Shank and Findings 
Company, a subsidiary of the United 
Shoe Machinery Corporation, died 
May 27 at his home here. He was a 
native of Greensboro, Vt., and had 
been active in USMC’s Quarter 
Century Club. 

Surviving are his widow; a 
daughter, Roberta; a son, Charles, 
and a brother, Samuel. 


e Trade Literature 


Evans Booklet Briefs Retail 
Salesmen on Kid Leathers 


CAMDEN, N. J.—An attractive 
booklet designed to further the edu- 
cation of retail shoe salesmen has 
been published by John R. Evans & 
Company, tanners. The booklet, in- 
scribed “Hi! I’m the kid in your 
shoe picture,” is available to manu- 

facturers who use 
Evans’ kid leath- 
ers. 

These manufac- 
turers, in turn, 
send the booklets 
to their retail ac- 
counts for use by 
the men on the 

—— ' floor. To date, 
more than 10,000 copies have been 
distributed. 

An unusual feature is the appear- 
ance of the shoe manufacturer’s 
name throughout the body of the 
text—six times, in all. 

Kid leather for uppers and for 
linings are both treated in the text 
Of the former it is said: ‘Kid is 
rated 100 per cent in strength tests 
conducted at the Massachusetts In- 
stitute of Technology—28 per cent 
stronger than the leather used most 
generally for shoe uppers. So you 
can tell your customers that the 
shoes that feel softest and lightest 
will outwear the heavier, stiffer ones 
that may look more rugged.” 

Kid as a lining leather acts as an 
air-conditioner, the booklet says. 
“Every kidskin has tiny pores that 
go way through it. These almost 
invisible ventilators air-condition 
kid keep feet comfortable 
summer That’s why 
your shoes are 
kid-lined for complete comfort. And 
of course nothing feels more luxuri- 
ous than a smooth kid lining.” 


shoes, 
and winter. 
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e What's New 


Brushed Pigskin Shoes Said 
To Repel Rain, Stay Pliable 


ROCKFORD, MICH. — Men’s 
brushed pigskin “all-weather” shoes 
which are said to retain their origi- 
nal velvety look and remain pliable 
despite repeated wettings, have been 
announced by Wolverine Shoe and 
Tanning Corporation here. 

Priced at $8.95 and $9.95 retail, 
the shoes are being sold nationally 
under the trade names “Hush Pup- 
pies” and “Lazers” through over 
15,000 outlets. The Wolverine firm 
said the shoes are the first to be 
made of pigskin leathers treated 
in tannage with water - repellent, 
soil- resistant “Scotchgard” brand 
leather protector. This is a fluoro- 
chemical developed by the Minnesota 
Mining and Manufacturing Com- 
pany, St. Paul. 

According to Wolverine, melted 
snow and rain splashes roll off the 
shoes without leaving a watermark. 


Mother-and-Daughter Slipper 

WAYNESVILLE, N. C.—Wellco 
Shoe Corporation announced the in- 
troduction of a mother-and-daughter 
slipper, chukka boot type, in chil- 
dren’s, misses’ and women’s size 
ranges. In washable corduroy and 
featuring Foamtread soles, the slip- 
pers are reported as selling best in 
red and turquoise. Stores are pro- 
moting them for wear with slacks 
and other leisure styles. 


Cleaner for White Bucks 


MILWAUKEE—Harri Hoffmann, 
Inc., has marketed a special cleaner 
preparation for white buck shoes as 
the 39th variety in its shoe dressing 
line. Available through jobbing 
houses, the cleaner was in develop- 
ment for months, the company said. 


Patent Leather Preserver 


MILWAUKEE—Lark Industries, 
Inc., here, announced it is marketing 
“Lark Patent Leather Preserver,”’ 
which is said to keep black patent 
leather from stiffening and cracking. 

Secause cracking is a common 
problem, shoe retailers should be 
able to sell the preserver with sales 
of black patent leather shoes, the 
manufacturer said. To use “Lark,” 
the customer simply rubs it into the 
leather with a soft cloth. A small, 
two-color counter display is offered 
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to retailers. Names of “Lark” dis- 
tributors are available from the 
manufacturer at P. O. Box 891, Mil- 
waukee. 


Foot Lotion with Menthol 


CHICAGO—Dr. Scholl’s has _ in- 
troduced a mentholized foot lotion in 
a plastic squeeze bottle. The lotion, 
described as “‘invigorating and sooth- 
ing” to tired, aching feet, retails at 
$1 a bottle. 





Three-Speed Massager Unit 


Massager unit for treatment of foot ail- 

ments and relief of aching feet is offered 

by The Toothmaster Company, Racine, 

Wis. Operating at three speeds, it im- 

proves muscle and ligament tone and 

reduces swelling caused by poor circula- 
tion, the firm says. 





Small Prongless Buckle 

MT. CARMEL, CONN. — Parva 
Buckle Company here has added to 
its line a 3/16-inch prongless shoe 
buckle, which permits the elimina- 
tion of holes in straps, making it 
possible to use very narrow straps 
in shoe design. According to the 
company, the adjustment will insure 
proper fit and retain the strap 
strength needed. 


Leather Swabbing Machine 


SPRINGFIELD, MASS.—An au- 
tomatic swabbing machine developed 
by the A. C. Lawrence Leather Com- 
pany of Peabody, Mass., is being 
marketed to tanners by the Price 
Equipment Corporation of Spring- 
field. Robert Price, who heads the 
latter company, says the specially 
constructed swabs use a standard 
plush well, backed by natural latex 
rubber. This construction, it is 
claimed, provides enough rigidity to 
flatten out humps and rises in the 
leather and also enough softness to 
produce consistent swabbing action. 
All features included in the new ma- 
chine are covered by international 
patents pending. 


another style 


in the 


Chairmasters showeas 


shoe store. 





write for catalog 


furniture ss 


of distinctive 


S inairraatere INC. 


specialists in shoe store furniture 
200 EAST I46TH ST., NEW YORK 5i, N.Y. + CYPRESS 2-0600 
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The Label with 


@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


“trade mark 


BARRETT & COMPANY, 
NEWARK, NEW JERSEY 


INC, 








If you don’t do it NOW 
you will lose a lot of sales 
of Dr. Scholl’s Appliances 
and Remedies by not 
having your Window Trim 
in on nationally advertised 


D© Scholls 
ele} Mae) ile) ami 444 
June 21 to 28 


+ *Foot Comfort Reg. U.S. Pat. Off. 











Regal Leases Phila. Store 


PHILADELPHIA — The Regal 
Shoe Company of Whitman, Mass., 
which until last year occupied a store 
on Market St. near 12th for a half- 
century, is returning to Market St. 
The company, a division of the 
Brown Shoe Company, has leased a 
store at 1109 Market, in the Reading 
Terminal Building. 

The store, being designed by Her- 
bert Sobel, is expected to be one of 
the most modern men’s shoe shops 
in the country. It is in the heart of 
the center city business district. 


Television Advertising Gives 
Denver Store a Personality 

DENVER — “Our TV advertising 
has helped personalize our one-store 
operation in a way that no other 
media could. Customers will come 
into the store, buy what they want, 
then make it a point to stop by and 
shake our hands. They feel they 
know us.” 

Jack Williams, manager of Wil- 
liams’ Men’s Store, at First and 
Broadway here, made that statement 
emphatically. On a recent Saturday, 
he added, 90 per cent of shoe sales 
was directly attributable to TV ad- 
vertising. 

Mr. Williams himself appears on 
the television show and presents a 
department manager. His newly- 
named manager, L. J. Lehmann, a 
veteran shoe retailer and foot com- 
fort expert, participated in a fitting 
demonstration for viewers, with Mr. 
Williams as the customer. 

“Not only has TV proved a potent 
sales-builder for the store and the 
shoe department, but it has broad- 
ened the customer buying area,” ex- 
plained Mr. Lehmann. 

Mr. Williams added, “‘We don’t try 
to sell too much by TV, usually one 
or two items. I try to talk in the 
same informal yet informative style 
that I would use with any customer 
coming into the store.” 


Midwest Travelers’ Outing 

CHICAGO — Special events for 
women are a feature of the ninth 
annual golf outing and dinner dance 
of the Midwest Shoe Travelers, June 
17, at the Itasca (Ill.) Country Club. 
Both retailers and travelers partici- 
pate in the day-and-evening event. 
Committee members are Bill Stamm, 
Norm Canty, Red Davis and Jerry 
Camras. 


Stationary Wagon Wheels 
pe California paereriame 


Old-fashioned wagon wheels fastened 
to the display windows catch the eyes 
of passersby at Comar's Children's 
Shoes, Huntington Park, Calif. The 

wheels have white spokes, red hubs. 


Atlantic City Store Fits 25% 


Of Shoppers in Their Homes 
[CONTINUED FROM PAGE 85] 

Since 60 per cent of the store’s 
volume is done in children’s foot- 
wear, a good deal of the at-home 
business is in the tot-to-teen age 
group. This means. rearranging 
hours so that one of the team can be 
“on the road” either before or after 
school hours. 

Their mother maintains an ac- 
tive part in the business and their 
wives often assist. However, the 
opening of their second store last 
year in Margate, a suburban area 
adjacent to Atlantic City, did require 
employing extra help. 

The basic store in Atlantic City 
was started by the brothers’ father, 
Irving Fischer, in 1946. The branch 
store was opened by the two brothers 
in November, 1957. 

For at-home fitting, daily sched- 
ules are set up which include an 
average of eight to ten stops. One 
of the brothers always handles these 
calls since they feel it part of a 
“building” program and believe the 
personalized service they offer will 
best speak for the store. 

Their brands include Child Life, 
Dr. Scholl’s, Heel Huggers, Taylor- 
Made and Cantilever. 

The Fischers’ future plans include 
setting up a complete basic shoe 
stock in their station wagon, making 
it literally a shoemobile. 


Store Adds Suburban Outlet 


MONROE, LA.—Kelso’s, a shoe 
and apparel store, has opened a 
“Suburban Shop” in the Forsythe 
Shopping Center here. It will carry 
the same footwear lines as the 
downtown store. 
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U. S. Retailers Expect 1958 
Sales to Equal or Top °57 

NEW YORK — Despite the reces- 
sion, U. S. retailers are looking 
ahead with confidence. 

A survey by the National Retaii 
Merchants Association, covering 
more than 300 department, chain and 
specialty stores, revealed that: 21 
per cent of the retailers believe 1958 
sales will equal those of ’57; 42 per 
cent feel sales for the year will ex- 
ceed 1957. On the average, the stores 
expect sales to rise 3 per cent and 
profits to climb 4 per cent. 

Few merchants expected to achieve 
a volume gain in the first half of the 
year. But 37 per cent think sales will 
rise in the third quarter, 49 per cent 
look for a last-quarter gain. 


“210° Eastern Golf Tourney 

BOSTON—The Eastern Division 
golf tournament of The 210 Asso- 
ciates, Inc., industry philanthropic 
foundation, will be held June 18 at 
the Commonwealth Country Club in 
Newton, Mass., it was announced by 
Albert D. Aronson, president. 

The committee in charge of the 
tournament is headed by Frank Mer- 
sky of the Delco Rubber Company. 


Associated with him are Herbert 
Amdorsky, Gold Seal Rubber Com- 
pany; Benjamin Engleman, Gilbert 
Freeman, Inc.; Theodore Perosky, 
A.S. Burg Company, and Joseph Set- 
tino, Continental Textile Company. 

The Western Division tournament 
will be held at a later date in St. 
Louis. 





Baronet Shoe Corp. Named 
To Make Don Loper Line 


Don Loper, center, shows designs of his 
new Don Loper Couturier shoe line to 
Leon Levin, left, and Michael Boehm, 
principals of Baronet Shoe Corporation, 
Los Angeles manufacturer. Baronet will 
produce the handmade shoes with ex- 
clusive last, which were displayed at the 
Dallas and Los Angeles shoe shows. 








<4 
Scott’s 
SPUN FOAM INSOLES 


NEW MODERN DESIGNI 


Topped with a fine composition 
material. Thousands of tiny air 
chambers provide walking on air 
comfort. Newly acquired cutting 
dies assure proper shape and 
contouring for modern-day lasts. 


Attractively packoged for 


JUST LIKE 
WALKING 
ON AIR! 


NSTA President to Head 
National Salesmen’s Bureau 

NEW YORK—Richard D. Graffis, 
president of the National Shoe Trav- 
elers’ Association, has become presi- 
dent of the Bureau of Salesmen’s 
National Associations. He succeeds 
Moriz Dreyfus of Philadelphia, who 
is president of the National Associa- 
tion of Men’s Apparel Clubs. 

The office rotates between the shoe 
and men’s apparel groups and the 
National Association of Women’s 
and Children’s Apparel Salesmen. 
The bureau serves as a joint staff 
for the three organizations in the 
legislative and public relations fields. 

Under the shift in officers, E. J. 
Trench of St. Paul, NSTA secretary, 
becomes vice-president of the bureau. 


Store Acts as Ticket Agency 

ERIE, PA.—Howard Shoes, 
tailer here, is putting solid support 
behind the Erie professional base- 
ball club. The store has set up a 
downtown ticket agency for the 
team in its men’s shoe section. On 
each pair of Florsheim shoes bought 
during June and July, the firm of- 
fers to refund the price of a base- 
ball ticket. 


a Te- 


Black Plain Toe Shu-Lok 
Style 156 
2%-7 $4.90 
7’”-11 $5.50 
Widths ABC D 


YOUNG BENDERS 


FOR BOYS—BIG BOYS—YOUNG MEN! 


This value-packed line combines qual- 
ity Goodyear Welt construction and 
quality materials with low prices. Im- 
possible? No. Because we specialize 
only in shoes for boys— big boys— 
and young men. The savings go to 
you. That means bigger profits, too. 


Peg-Board display. 
Stock No. 702 
Ladies’ 3-10, Beige or Grey 
Men's 6-13, Beige Only 
$4.50 Dz. Prs. $51.30 Gr. Prs. 
SUGGESTED RETAIL PRICE 69¢ 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST. © OMAHA, NEBR. 


Write for new catalog of IN STOCK Styles. 


made and sold by 


BENDER SHOE CO. 


Somerset, Pa. 


WRITE FOR OUR 
COMPLETE CATALOG 
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Get ready now for biggest 
volume sales you ever had 
on nationally advertised 
DR. SCHOLL’S FOOT 
COMFORT* WEEK! 
Get in your Window Dis- 
play of Dr. Scholl’s Aids 
for the Feet NOW! 
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Remember the time — 
June 21 to 28 


* Foot Comfort Reg. U.S. Pat. Ott. 








Juvenile COWBOY + WELLINGTON 


CHUKKA + COMBAT * ENGINEER Boots 


©) 2 ay pan ©) ae. 4 a @) 48) ot.) 
FILLED IMMEDIATELY 
FROM FACTORY IN-STOCK 


Send for Catalog, Price List 


QUINN & DELBERT 


Boot Manufacturing Co 
MARLBORO, MASS 





e About Shoe People 


William Giddon, vice-president in 
charge of international operations 
for Sandler of Boston, left with 
Mrs. Giddon for a round-the-world 
trip. He is visiting Sandler’s licen- 
sees and calling on Sandler selling 
agents and accounts in many coun- 
tries during the six-week journey. 


Marvin Kassed has joined his 
father, Frank Kassed, as partner in 
the Providence (R. I.) Shoe Box, at 
363 Westminster St., after complet- 
ing his service as an Army officer. 


Saul Schiff, president of A. S. 
Beck Shoe Corporation, has been 
named chairman of the general re- 
tail group in the publicly-owned 
corporations division of the Greater 
New York Fund campaign. The 
fund benefits 425 hospitals and 
health and welfare agencies. 


David Nestor has been named 
manager of Schiff’s Shoe Store on 
East Main St., Rochester, N. Y., 
succeeding Sam Murano, who now 
operates his own store. Frank Ven- 
tura will manage Schiff’s Store in 
the Goodman Shopping Plaza, 
Rochester. 


Bernard J. Rubenstein has been 
named manager of Mary Jane Shoe 
Store in Rochester, N. Y., succeed- 
ing Kenneth Waks, who was trans- 
ferred to Miami Beach, Fla. 


Joseph J. Marx, president of So- 
Lo Marx Rubber Company, Love- 
land, O., has written a series of 
articles for the “Minox Memo,” dis- 
tributed to owners of Minox cam- 
eras. In addition, his photos have 
appeared in various publications. 
Mr. Marx’s wife, Evelyn, is known 
for her woodcuts of abstract sub- 
jects. She has displayed her work 
singly and in important group 
showings. 


Norman C. Nobil, vice-president 
of the Nobil Shoe Company, retail 
chain with headquarters in Akron, 
O., will serve as a vice-chairman 
of that city’s United Fund drive in 
the fall. 


Walter James, former Burt’s Shoe 
Store manager at Marion, O., has 
been promoted to manager of a 
Burt’s in Cincinnati. He succeeds 
Maurice Loffer, assigned to Burt’s 
in Pittsburgh. 


Warren Emmerich has become 
women’s shoe buyer for Shapiro’s 
Shoes, a large neighborhood retailer 
at 63d and Western Ave., Chicago. 
He succeeds Victor Richardson, 
who has become buyer of all shoes 
for Jack O’Day Outlet stores. 


John F. Swift, who started with 
the Dr. Scholl organization in 1945, 
has become a partner in the indi- 
vidually owned Dr. Scholl Foot 
Comfort Shop at 13520 Gratiot Ave., 
Detroit, along with Richard W. 
Buell, who started the store 3% 
years ago. 


Robert B. Parker, a shoe store 
owner, is the new chairman of the 
Republican Party in Battle Creek, 
Mich. 


Rube Choden is managing the wo- 
men’s downstairs shoe department 
at Scruggs Vandervoort Barney, St. 
Louis, succeeding Richard Baker, 
who has become women’s shoe de- 
partment manager at Block & Kuhl, 
Decatur, III. 


Jerome P. Zellinger has been ap- 
pointed merchandise manager of 
Fashion Thimble Shoe Company, St. 
Louis. At the same firm, Jerome M. 
Scissors has assumed additional 
buying responsibilities — women’s 
sports shoes and all rubber foot- 
wear, in addition to women’s cas- 
uals. 


Mrs. Martha Campbell has been 
named assistant buyer for chil- 
dren’s shoes at Stix, Baer & Fuller, 
St. Louis department store. In the 
post, newly created, she will serve 
both the downtown store and a sub- 
urban outlet. 


Jack Bach, with 17 years in vari- 
ous shoe departments, has pur- 
chased the Turner Shoe Box in 
Huntington, W. Va. He'll call it 
Bach’s Bootery. 


Ray Johnson, manager of Baker’s 
Shoe Store in Greensboro, N. C., 
has received his company’s “Oscar” 
for 1957 customer service. 


Bernard Kolmeister has become 
manager of the Chandler Shoe Store 
in San Francisco’s Stonestown 
Shopping Center. 
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Impregnated Shoe Sole 
Wears Longer: Navy 


BROOKLYN—After three years 
of testing, the Navy says it has de- 
veloped an impregnated sole leather 
for dress shoes which outlasts con- 
ventional soles by 50 per cent and 
increases water resistance. 

Developed in cooperation with the 
National Bureau of Standards, the 
new leather is vegetable tanned or 
chrome retanned, impregnated with 
butyl-rubber and resins. Such soles 
withstood severe tests on both wet 


In official Navy photograph, conventional 
dress shoe sole (A) shows breakdown 
after three months’ continual wear. Im- 
pregnated Navy sole (B) demonstrates 
resistance to wear and water. 
and dry terrain better than standard 
soles now used in commercial and 
military dress footwear. 

At present the soles are commer- 
cially produced by several tanners, 
including Virginia Oak Tannery, 
Inc., Luray, Va.; Leas & MeVitty, 
Inc., Philadelphia; Armour Leather 
Company, Chicago; Elkland Leather 
Company, Elkland, Pa.; Eberle 
Tanning Company, Westfield, Pa., 
and Middlesboro Tanning Company, 
Inc., Middlesboro, Ky. 

The largest quantity of impreg- 
nated sole leather is being used in 
the manufacture of children’s shoes. 

The butyl-impregnated soles were 
wear-tested over the three-year pe- 
riod by the Research and Develop- 
ment Division of the Navy Clothing 
and Textile Office, Brooklyn, and the 
Bureau of Supplies and Accounts, 
Washington, D. C. 

According to the Navy, the new 
soles are expected to extend the life- 
time of shoes and cut the frequency 
of repair, as well as offer added 
protection against wet decks. In ad- 
dition, the soles will decrease the 
reliance on tannins, the essential 
leather-making material imported 
from abroad. 

Price of the leather is said to be 
comparable to that of regular sole 
leather. 
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Industry ‘on the March,’ NSMA Clinic Told 


NEW YORK—Merrill A. Watson, 
executive vice-president of the Na- 
tional Shoe Manufacturers Associa- 
tion, told delegates to the NSMA’s 
recent Accounting and Office Man- 
agement Clinic that the shoe indus- 
try is “on the march” in manufac- 
turing, distribution and administra- 
tion. 

In the factory, Mr. Watson said, 
emphasis on shoemaking engineer- 
ing is increasing. In distribution 
there is growing use of market 
analysis and an awareness of the 
need for improved manage- 
ment. In the administrative field 
there is a growing demand for 
more efficient, less expensive record 
keeping. 

General business conditions, de- 
clared Mr. Watson, call for better 
cost control, particularly in an in- 
dustry where 25 to 35 per cent of 
the members sell more than $100 
million worth of shoes each year, at 
a loss of from $5 million to $8 mil- 
lion annually. 

L. K. Oliphant, chairman of 
NSMA’s Accounting Committee, in- 
troduced the chairmen of the clinic's 
six sessions, all held in the Biltmore 
Hotel here. This year some of the 
topics under discussion attracted 
top management as well as account- 
ing officials. 

At the opening session on ‘“Re- 


sales 


Delegates to the National Shoe Manufacturers 


ports to Management,” the board 
chairman of General Shoe Corpora- 
tion, Nashville, Tenn., W. Maxey 
Jarman, told the group, “Reports 
should be kept fluid to meet chang- 
ing conditions and to put emphasis 
on different things. Reports should 
be useful, prompt and necessary. 

“We particularly watch the sales 
end of our business and _ follow 
closely the best selling lines. We do 
not go in for quotas. We do, how- 
ever, make comparisons with previ- 
ous years.” 

Mr. Jarman added, “Having 
different operating companies means 
that decisions can be made only 
through prompt receipt of reports. 
Sometimes we have to sacrifice ac- 
curacy and permit our accountant to 
make educated guesses. We 
strong for getting reports rapidly.” 

Another panelist, John Reardon, 
vice-president of Daniel Green Com- 
pany, Dolgeville, N. Y., manufac- 
turer, said his company does use a 
quota system in planning sales ac- 
and with ‘very 
tory” results. 

“Our reports are simple to com- 
plete but are kept to a minimum,” 
Mr. Reardon said. “We know at all 
times the progress we are making 
in our sales activities. We set prac- 
tical and reasonable quotas and con- 

| CONTINUED ON PAGE 102 | 
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tivities satisfac- 


Association's Accounting and 


Office Management Clinic view demonstration of office machines as they are 


applied to shoe industry accounting problems. 


Demonstration was a feature of 


the two-day clinic in New York City recently. 
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American Biltrite Marks 50th Birthday 


Members of founding families of American Biltrite Rubber Company, Inc., pose for 
anniversary portrait. From left: Richard J. Marcus, Robert G. Marcus, Miah 
Marcus, Maurice J. Bernstein, David W. Bernstein and Eliot L. Bernstein. 


CHELSEA, MASS.—The Ameri- 
can Biltrite Rubber Company, Inc., 
known throughout the shoe industry 
as a leading manufacturer of rubber 
soles and heels, this year celebrates 
its golden anniversary. 

From a humble beginning, it has 
grown to be the world’s largest pro- 
ducer, not only of soles and heels, 
but also of vinyl and rubber flooring. 

In 1908, Frank Bernstein and 
Miah Marcus organized the Elwell 
Rubber Company in Trenton, N. J., 
and engaged in the manufacture of 
rubber soles and heels for the shoe 
rebuilding industry. In 1910, when 
a decision was reached to sell also to 
the shoe manufacturing industry, 
the business moved to Stoughton, 
Mass., closer to the manufacturers 
and in larger quarters. The Elwell 
name was abandoned and a new com- 
pany, the Panther Rubber Manufac- 
turing Company, was organized. 

Seven years later, increased de- 
mand for the company’s products 
made it necessary to seek additional 
manufacturing space. This was 
found here in Chelsea, and a division 
known as the Panco Rubber Com- 
pany was set up. Eventually, in 
1932, the Stoughton and Chelsea 
companies merged under the name 
of the Panther-Panco Rubber Com- 
pany. 

This company, in turn, in 1951 ac- 


98 


quired the name by which it is now 
known, American Biltrite Rubber 
Company, Inc., with Chelsea as its 
headquarters. 

“Today,” says a company spokes- 
man, “the Chelsea plant covers sev- 
eral city blocks. Its vast buildings 
house the most modern, straight-line 
production system of its kind.” 

Products include a huge variety 
of colors, thicknesses and designs in 
composition and rubber soles, heels 
and sheet materials for use on all 
types of men’s, women’s and chil- 
dren’s shoes. More than 1,000 shoe 
factories throughout the United 
States use American Biltrite prod- 
ucts, which include such brand names 
as Biltrite, Nuron-Crepe, Everlite, 
Sof-Cel, Tru-Glide, Everflex and 
Surestep. 

The original Trenton plant, en- 
larged and improved, has become the 
headquarters of another American 
Biltrite subsidiary, the American 
Tile and Rubber Company, making 
rubber and vinyl flooring. In 1951, 
the American Biltrite Rubber Com- 
pany name was adopted also by this 
company. 

American Biltrite also operates a 
Canadian division in Sherbrooke, 
Quebec, established in 1913. The 
company is Canada’s largest pro- 
ducer of shoe soling materials and 
vinyl and rubber floorings. Newest 


member of the American Biltrite 
family is the Boston Woven Hose 
and Rubber Company division, ac- 
quired in 1956. This division is one 
of the country’s leading manufactur- 
ers of industrial rubber products, 
hose, belting, matting and tape. 

Of the two original founders, only 
Miah Marcus is alive today, serving 
as chairman of the board. Three sons 
of the other founder, Frank Bern- 
stein, occupy top-level executive po- 
sitions. Maurice J. Bernstein is 
president and his two brothers, 
David W. and Eliot L., are vice- 
presidents. 

Two of Mr. Marcus’ sons also oc- 
cupy important posts. Robert G. is 
a vice-president and Richard J. is 
treasurer. 


New Management to Reopen 
N. H. Plant, Expand Payroll 


DOVER, N. H.—The Sattini Shoe- 
makers, Inc., factory, which was 
closed several months ago idling 300 
workers, will be reopened and ex- 
panded with a payroll which will 
eventually reach 400, it was an- 
nounced here. 

The Lester Shoe Company of Chel- 
sea, Mass., manufacturer of women’s 
shoes, has purchased the machinery 
and equipment, and will use not only 
the 52,000 square feet of space in the 
Sattini plant, but an additional 52,- 
000 square feet on the lower floor of 
the old Pacific Mills building. 

The Sattini company was adjudged 
bankrupt. 


Culver Co. to Manufacture 
‘Style-Master’ Shoe Line 

ERIN, TENN.—Ed Culver, presi- 
dent of the Culver Manufacturing 
Company, Inc., and Footwear Corpo- 
ration, has purchased the dies, pat- 
terns and newest lasts of “Style- 
Master” shoes, North Hollywood, 
Calif. He is moving the equipment 
to the Erin factory. 

Production of the Style-Master 
line of scuffs, sandals and house and 
patio slippers will start immediately, 
Mr. Culver said. In addition he an- 
nounced that stores awaiting deliv- 
ery of orders are being contacted 
and most of the Style-Master sales 
organization will remain with the 
line. 

Gladys Phillips, designer of the 
line, sold the factory after her hus- 
band’s death, Mr. Culver said. 
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°59 Prospect: Straws to Comprise 50% of Fabric Sales 


NEW YORK—Straws will make 
up more than half of all fabric dress 
and casual shoes sold for the 1959 
spring-summer season, a style com- 
mittee of the Allied Shoe Products 
Show has predicted. 

Abe Kaplan, chairman of the Shoe 
Fabrics Style Committee, said his 
group based its comments on a sur- 
vey of 32 leading shoe fabrics and 
upper materials firms. All will ex- 
hibit at the Allied Show in New 
York’s Trade Show Building, Au- 
gust 3-6. 

“Just as in 1958,”’ said Mr. Kap- 
lan, ‘“‘the top seller in 1959 straws 
will be the plain strawy-straw fabric 
that looks to the consumer like straw. 
While ornamented or _ decorated 
straws will play a role in shoes for 
next spring and summer, it is the 
plain solid-color straws that seem 
destined for another big season. 

“The right straw for the right 
shoe will spell much of the answer 
as to whether the straws will or 
won’t find mass consumer accep- 
tance.” 

In nylon mesh for spring and sum- 
mer, 1959, a similar situation pre- 


The Hollywood Scuff 
That’s Sweeping the 


For the new, the different, the 
exciting, the promotable, in 
Sandals, Casuals, Scuffs, look 
to Lion 

first. 
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Wits cada? 


June 15, 1958 


handle 


vails, according to Mr. Kaplan, who 
heads the firm of Kaplan Products 
and Textiles, Inc. Two types of the 
material seem to be vying—one em- 
phasizing the delicacy and refined 
appearance of the mesh itself, and 
the other carrying the straw orna- 
mentation, either in its weave or in 
its applied decoration. According to 
Mr. Kaplan, the latter succeeds best 
when there isn’t too much color con- 
trast or color brilliancy. 

Next spring and summer, silk 
prints will again be featured, the 
committee found—particularly in 
dress shoes but to a greater extent 
in casual shoes than during the past 
season. 

“Good judgment in the selection of 
colors and designs in silk prints will 
be very important in determining 
success in volume,” the report noted. 


Tanner Boosts Production 

BOSTON — Kivie Kaplan, trea- 
surer and general manager of Co- 
lonial Tanning Company, Inc., an- 
nounced that the firm has increased 
its patent leather production from 
3,000 to 5,000 sides per day. 
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Bristol Mfg. Corp. Acquires 
Interest in Minnesota Plant 


BRISTOL, R. I.—The Bristol 
Manufacturing Corporation an- 
nounced it has arranged to acquire 
an interest in a plant manufactur- 
ing plastic waterproof footwear in 
Winona, Minn. 

William H. Smith, president, said 
the acquisition will enable the Bris- 
tol firm, which produces fabric and 
rubber footwear including insu- 
lated boots for the armed services, 
to round out its line. The Bristol 
concern employs around 700. 

Mr. Smith identified the Winona 
concern as Plasti-Product, Inc. He 
said the company has never oper- 
ated at full capacity. 


Amalgamated Denies Rumors 


WILMINGTON, DEL.—J. F. 
Bishop, president of Amalgamated 
Leather Companies, Inc., recently 
“categorically denied” rumors that 
the company planned to discontinue 
operations. He said the firm undey- 
stood such rumors had been circu- 
lated in the trade. Production is con- 
tinuing at the tannery, Mr. Bishop 
said. 
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HOWARD ATLAS 
Wins Promotion 


IVAN E. BOWERS 
Piant Superintendent 


Retiring... 


Elmer H. Thoelke, as superinten- 
dent of International Shoe Com- 
pany’s Kirksville, Mo., plant, after 
35 years in the post and more than 
45 with the firm. His brother, Oscar 
J. Thoelke, is general merchandise 
manager of International’s women’s 
general division, and another 
brother, the late Walter E. Thoelke, 
formerly office manager and 
assistant superintendent at the 
Chester, Ill., plant. 


was 


Promoted... 


Ivan E. Bowers, to superintendent 
of International Shoe Company’s 
Kirksville, Mo., plant, succeeding 
Elmer H. Thoelke. Mr. Bowers for- 
merly was assistant superintendent. 

Howard Atlas, to the new posi- 
tion of merchandising manager of 
the Red Cross Shoe division, U. S. 
Shoe Corporation, Cincinnati, O. He 
will work with major accounts and 
the entire sales force in coordinat- 
ing promotion, advertising and sell- 
ing plans. 

Ed Ward, from sales manager to 
general manager of the Hampshire 
division of International Shoe Com- 
pany. Hampshire is a volume ac- 


a sa 
JAMES CLARKE 
Swan Representative 


ORMOND M. HESSLER 
Sales Manager 
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ED WARD 


JOHN C. MacKINNON 
To General Manag N 


d by Goodrich 





count division which produces un- 
branded men’s and boys’ footwear 
on a make-up basis. 

Lewis W. Dunton, Jr., to manager 
of the Calfskin Division, A. C. 
Lawrence Leather Company, Pea- 
body, Mass. Weymouth E. Marshall 
has been assigned to the manager’s 
office. 


Appointed... 


John C. MacKinnon, as vice-presi- 
dent, sales, of The B. F. Goodrich 
Footwear and Flooring Company, 
Watertown, Mass. Formerly general 
sales manager of both B. F. Good- 
rich and Hood footwear and glove 
divisions, he succeeds James S. Bar- 
rie, who retired. 

Ormond M. Hessler, as manager, 
industrial footwear and glove sales, 
for the same company. Mr. Hessler, 
who joined Hood Rubber Company, 
a Goodrich division, in 1946, has 
been Hood district sales manager 
at Dallas for two years. He is suc- 
ceeded there by Robert A. Lipsett. 

Charles C. Tarbutton and Ed 
Thorp, to the sales staff of the 
Selby Arch Preserver division, U. 
S. Shoe Corporation, as part of a 
company expansion program. Mr. 


KENNARD C. BAKER 
To Trans World 


FRED SATTERFIELD 
Moved by Swan 


ED THORP 


Cc. C. TARBUTTON 
Also at Selby 


Appointed by Selby 


Tarbutton will cover West Virginia, 
southern New Jersey and parts 
of western Pennsylvania, Delaware 
and Maryland, with New York City 
as headquarters. Mr. Thorp will 
cover Texas, Oklahoma, Arkansas, 
Arizona and New Mexico, with 
headquarters in Dallas. 

Tom Hartigan, to succeed the late 
Harry E. Griffiths as sales repre- 
sentative for the Irving Drew Cor- 
poration, Lancaster, O., manufac- 
turer, in the West Coast territory. 
Mr. Griffiths died last month after 
a traffic accident. Mr. Hartigan’s 
office will be in Los Angeles. 

James Clarke, as Florida sales 
representative for the Swan Shoe 
Company, Inc., of Baltimore. His 
home is in Hollywood, Fla. He suc- 
ceeds William Mann, who resigned 
to take another line. Fred Satter- 
field, transferred from the New 
York area, will cover the balance of 
the Southeast, with headquarters in 
or near Greenville, S. C. 

Myer J. Klevan, to cover Penn- 
sylvania, New Jersey and eastern 
Ohio for the Styl-eez Shoe Corpora- 
tion, Auburn, Me. A. H. Baker has 
added Louisiana to his territory in 
the southern states, and Sol Marsh 
has been reassigned to cover IIli- 


HARLAN McCALLY 


T. L. TEWKSBURY 
Appointed by Vulcan 


Joins Howes Leather 
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Appointed... 


nois, Indiana, western Ohio, Ken- 
tucky and Michigan. Meanwhile, 
Styl-eez named William LaTorre as 
general superintendent in charge of 
shoe manufacturing in the Auburn 
factory. 

George Powell, to cover central 
and western Ohio (including Co- 
lumbus and Cincinnati) for Laco- 
nian Shoe Corporation, Laconia, 
N. H., in addition to his Michigan- 
Indiana territory. William Winn 
now travels western Pennsylvania 
and eastern Ohio, including Cleve- 
land, in addition to upstate New 
York. The changes stemmed from 
the resignation of Marvin Wurtz. 

Kennard C. Baker, to the execu- 
tive staff of Trans World Shoe Cor- 
poration, where he will style and 
sell European footwear for the U.S. 
market. Mr. 
eral manager of the London Char- 
acter Shoes chain in New York. 
Succeeding him there is Meyer 
Magid, formerly with I. Goldberg 
and Son. 

Daniel E. Connelly, as vice-presi- 
dent and general manager of the 
Hartland Tanning Company, Hart- 
land, Me., and the Pine Tree Tan- 
ning Company, Howland, Me., affili- 
ates of the Irving Tanning Company 
of Boston. 

Richard Fisher, to the sales staff 
of the Avon Sole Company, Avon, 
Mass., covering the Milwaukee area. 

Theodore L. Tewksbury, to the 
sales staff of Howes Leather Com- 
pany of part of the 
firm’s program to expand its Upper 
Leather Division. With headquar- 
ters in Boston, Mr. Tewksbury will 
service the shoe industry in all 
parts of the U. 8S. For many years 
he was president and sales manager 
of the Northwestern Leather Com- 
pany, also of Boston. 

Harlan McCally, as a style co- 
ordinator and sales representative 
in the St. area for Vulcan 
Corporation, Cincinnati, O., maker 
of shoe lasts and wood heels. He is 
a veteran of 37 years in the last 
and shoe industry. 

Raymond J. Mucci, as assistant 
to the general manager of the Nau- 
gatuck Chemical division, United 
States Rubber Company. 

Julian Klashman, as head of a 
newly created Fashion Lining Divi- 

[CONTINUED ON NEXT PAGE] 
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[CONTINUED FROM PAGE 101] 
sion of Gilbert Freeman, Inc., Bos- 
ton. 

Gerard Kevil, to an administra- 
tive assignment at International 
Shoe Company, assisting R. H. Rich- 
ards, vice-president in charge of 
subsidiary operations, and Lee C. 
McKinley, vice-president in charge 
of upper stock and miscellaneous 
procurement. He was formerly man- 
ager of the tanning division of In- 
ternational. Charles H. Baker, as- 
sistant division manager, succeeds 
him in the post. In turn, John H. 
Reck, chief engineer of the tanning 
division, becomes assistant man- 
ager. 

Charles Jaffarian, to the staff of 
C. I. C. Machinery, Inc., Boston, 
where he will serve in an engineer- 
ing and installation capacity. The 
company is American distributor of 
vulcanizing machinery used in the 
Cema shoe manufacturing process. 

John T. Kenny, Jr., to manage a 
new office of the Closure Division, 
Scovill Manufacturing Company, in 
the Whitehall Building in Nash- 
ville, Tenn. 

Al Levine, of Baltimore, to rep- 
resent Lakeside Shoe Company, 
Cleveland wholesale distributor, on 
the East Coast, including Pennsyl- 
vania, Maryland, Delaware, Vir- 
ginia and North Carolina. 

St. Elmo Maclay, to the sales staff 
of the C. S. Pierce Company, Brock- 
ton, Mass., manufacturer and dis- 
tributor of shoe supplies. He will 
specialize in the sale of Pierce prod- 
ucts used by shoe manufacturers. 


Elected... 


Donald H. McCree, as president 
of Blanchard Bro. & Lane, Inc., 
Newark, N. J., leather supplier. He 
succeeds Edward S. Fitzgibbons, 
now a vice-president of the Hanover 
Shoe Company, Hanover, Pa. 


Purchases Tanning Supplies 


CHICAGO — H. Leveton & Sons 
Company, 416 W. Ontario St. here, 
which recently began buying discon- 
tinued tanning chemicals, extracts, 
dyestuffs and the like, announced it 
has purchased the entire stock of 
the Northwestern Leather Company, 
Sault Ste. Marie, Mich., valued at 
over $100,000. 


Shoe Industry ‘on the March,’ 
NSMA Clinic Delegates Told 

[CONTINUED FROM PAGE 97 | 
centrate our activities in small ac- 
counts.” 

Abe Weinman, vice-president of 
Five Star Shoe Company, Long 
Island City, N. Y., said prompt re- 
ports are vital to his firm’s opera- 
tions. The reports are “designed to 
maximize both our profit and our 
service to our customers,” he added. 

“We set standards and goals which 
include job completion dates, mate- 
rial costs and labor costs.” 

The fourth panelist, Albert B. Mc- 
Intyre, treasurer of the John E. 
Lucey Company, Inc., Bridgewater, 
Mass., distributed a “vital” one-page 
report used by his firm showing cash 
received, orders received, production 
and shipments. 

Later the same day, the NSMA 
initiated a new feature. Personnel 
from 18 shoe manufacturing plants 
demonstrated how they use various 
office accounting machines. 

Other clinic sessions explored fi- 
nancial accounting, cost accounting, 
electronic accounting, and office per- 
sonnel and management problems. 


P. W. Minor Buys Coon Co. 
Equipment, Plans to Move It 


NEW YORK—P. W. Minor & Son, 
Inc., Batavia, N. Y., has bought the 
lasts, dies, patterns and trademarks 
of the W. B. Coon Company, Roches- 
ter women’s shoe manufacturer. 

P. W. Minor, head of the firm, 
said he plans to move all the equip- 
ment to Batavia and make the shoes 
in the Minor plant. He added, “We 
have hired a great many of the Coon 
Company’s key men, including super- 
intendents, pattern men, vice-presi- 
dents and the head of the leather 
department.” 

The 67-year-old Coon firm stopped 
production and laid off its 200 em- 
ployees last April 8, as a result of 
debts and declining business. 


Fabric Distributor Named 


NEW YORK — Wellington Sears 
Company here has named_ the 
Parnard Shoe Industry Supply Cor- 
poration, St. Louis, as a distributor 
for its “Lantuck’”’ non-woven shoe 
fabrics in the St. Louis territory, 
including Arkansas, Illinois and Mis- 
souri. 
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We have several openings for side 
line representatives for our wonder- 
ful line of open-stock, in-stock, low- 
priced Juvenile Footwear, All open 
territories are well established. 6% 
commission, plus bonus. Write: 


NEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 














SHOE SALESMEN: FOR MEN QUAL. 
IFIED TO EARN $25,000.00 a year we have 
several generous territories available. Men’s 
Hi-Grade Italian Shoes, In-Stock and Make-Up. 
We pay top commissions. Nonconflicting Lines 
acceptable. Enclose references and resume in 
first letter. Territories available entire Seuth 
and Eastern Seaboard. Reply to Box 235, Boot 
AND SHOE RecorperR, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





NATIONALLY KNOWN MANUFAC- 
TURER OF RUBBER AND CANVAS 
FOOTWEAR wants salesman for established 
territory in Michigan, Ohio, and _ Indiana. 
Drawing account against commissions, expenses 
and other benefits paid. Rubber or Leather ex- 
perience essential. Please give background, age 
and other information. Reply to Box 233, Boor 
AND SHOE REcorpER, Chestnut & 56th Streets, 


Philadelphia 39, Penna. 


REPRESENT THE FINEST _ IN _ JU- 
VENILE AND GROWING GIRLS’ SHOES 
in the Midwest. This is a Popular-Priced 
Line, In-Stock. Michigan, Iowa, Wisconsin 
and Indiana available for aggressive salesmen. 
Attractive drawing account. Fall Line Ready 
Now. May also be carried with a non-con- 
flicting Line. Reply to Box 239, Boot anp 
SHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


SALESMEN WANTED 


Live wire firm—established over 60 years—expanding representation 
for one of the finest lines of popular priced children's and boys’ shoes— 
in stock. Our own factory affiliations make this a sure fire, fast selling 
line for an aggressive salesman. May be carried with non-conflicting 
line—Liberal commission—States open: 


Oklahoma 
Minnesota 
Nebraska 


Arizona Missouri 
Colorado North Dakota 
lowa South Dakota 
Kansas Texas 


Write in complete confidence giving details and references to: 


Sales Manager 
David Brown Shoe Co. Inc., 113 W. Lombard St., Baltimore, Md. 














WANTED — AGGRESSIVE SALESMEN, 
POSITION WITH A FUTURE 


One of America's Finest Old Line Manufacturers of Popular Priced Women's, Growing Girls’ 
and Casual Footwear offers excellent opportunity for Aggressive Salesmen. Entire Line backed 
by prompt In-Stock Service. Write today giving complete outline of your background. All 
replies strictly confidential. 


Reply to Box 234, BOOT & SHOE RECORDER, Chestnut & S6th Streets, Philadelphia 39, Penna. 





ON RETAIL AND WHOLESALE SHOE 

OUTLETS to carry a sideline of Knitted Elas- 

tic Shoe Covers, 15% Commission. Please 

state territories you cover. Reply to Box 232, I AIC, N. J. 

Boot aND SHOE RecorperR, Chestnut & 56th FAMILY SHOE STORE, established 

Streets, Philadelphia 39, Penna. years; Modern, Air-conditioned; will sell out 
right-—with or without inventory, or will finance 








WANTED: SALESMEN NOW CALLING | 


STORE FOR SALE 





»ASSAIC 





SHOES, Slippers, California and Compo; Well 
acquainted Chains, Department Stores. Brooklyn 
factory. Commission. Reply to Box 235, Boot M. LeVINE, 76 Main Street, Paterson, N 
AND SHOEF ReEcORDER, Chestnut & 56th Streets, 





SHOE SALESMAN —LADIES’ PLAY- | $5,000, and operate same. Wonderful oppor 
do up to $100,000. with good management. S 
ae 


PHONE: MU 4-4886. 





CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 


Minimum (18 words). .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 
Classified Advertising 
is payable in advance 











ORDER BLANK 


BOOT AND SHOE RECORDER 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 





Enclosed is Check 0 


Please check if box No. is Wanted [] Money Order (1 





June 15, 1958 





» “POPULAR PRICED" 


experienced man who will invest minimum of 


tunity for couple. Present volume $65,000; can 








SALES MANAGER 


SALES MANAGER 





WANTED TO PURCHASE 











but not absolutely necessary. 


replies confidential. 





SALES MANAGER 


seventeen states along the Atlantic seaboard, from Maine to 
Florida. He will have supervision over the present sales force, 
and complete responsibility for sales in this area. 


A successful background of selling or sales management, and a 
working knowledge of retail merchandising is essential. He can 
reside anywhere within his territory. Footwear experience desirable, 


Reply by letter only. No phone calls, please. Give complete 
resume of educational background and business experience. All 


Address: Sidney E. Cohn, President 


for the 


Acme Boot Co., Inc., 
Clarksville, Tennessee 





CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stcres 
Short Leases Assumed 


158 Duane St. New York City 








Tel. Beekman 3-0141-2 

















SIDELINE SALESMAN WTD. 


FOR SALE 





SMART LEATHER BOWS, SHOE ORNA 
MENTS and FOOT SOX. Pocket size samples 
Manufacturer offers highest commission. Reply 
to Box 556, Boor ann Snoe Recorver, Chest 
nut & 56th Sts., Philadelphia 39, Penna 


SIDELINE SALESMAN FOR WELL 
KNOWN MANUFACTURER of Low Priced 
Juvenile Footwear Complete In-Stock service; 
6% commission rate Due to revision of sales 
territories many established areas cpen, includ- 
ing New York City, New York State, New Jer 
sey ew England States, Philadelphia, Penn 
sylvania, Baltimore and Washington, D. ( 
Reply to Box 238, Boor anp SHoe RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, 
Penna 


SIDELINE SALESMEN, WITH FOI 
LOWING WANTED for Line of Billfolds, 
Belts, and Leather Accesscries, selling to retail 
stores 10% Commission. SILON PRODUCTS 
CO., INC., 406 Elm Street, Cincinnati, Ohio 


SIDELINE SALESMAN WANTED to 
carry a Complete Line of Popular Priced Wom 
en Turn Kid Comfort Shoes and Slippers, 
also a full Line of Men’s and Wemen’'s Felt 
Slippers, both Turn and Cement Process. Ter 
ritory open in South and on West Coast. Reply 
to Box 231, Boor anno Suoe Recorver, Chest 
nut & 56th Streets, Philadelphia 39, Penna 


SIDELINE SALESMAN WANTED: Op 
vortunity to connect with Factory carrying 
arge In-Steck Department and Complete Line 
of Popular Priced Children’s Shoes Several 
active territories open. Contact at once Sor 
9, Boor ap Suor Recorper, Chestnut & 56th 


Streets, Philadelphia 39, Penna. 





HELP WANTED 





NEW FACTORY, IN PENNSYLVANIA. 
which is geting to produce Ladies’ Cement 
Lasted Flats, to retail at $3, is looking for 
Foreman in Cutting Room, Fitting Room and 
Making Room. Foreman must intimately know 
all operations and all machines in these depart 
ments. Essential that Foreman be able to break 
in new help. Reply to Box 211. Boot anp Suor 
Recorper, Chestnut & S6th Streets, Philadel 
phia 39, Penna 


FOR SALE: LEASED SHOE DEPART 
MENT, In Leading Ladies’ Ready-To-Wear 
Store in Fast Growing Southwestern City. High 
lashion Shoes, Medium, Better Grades. last 
turnover; present volume $65,000, splendid 
xrowth possibilities. High profit and bright 
prospects for individual eperator. Price: stock 
tixtures. Only financially responsible parties 
considered. Reply to Box 237, Boor anp Sunoi 
Recorper, Chestnut & 56th Streets, Philacdk 
phia 39, Penna. 


DETROIT AREA CHAIN WILL SELL 
TWO GOOD UNITS with combined volume 


of over $160,000.00. Excellent locations; Favor 
able Leases; Air-Conditioned; Good Fixtures 
These Stores carry a Medium to Better Line 
of Nationally Advertised Brands. May be pur- 
chased individually if so desired. For furthes 
information please write to: K. W. REAILTS 
CO., 415 South Main Street, Royal Oak, Michi- 
yan. Attention: Mr. David. 


FOR SALE: WALNUT FINISH PRIMEX 
X-RAY MACHINE, first class condition; late 
model, with three different switches for ex- 
posures, $100.00 BRATEMAN’S SHOE 
STORE, Robstown, Texas 


ADRIAN SPECIAL X-RAY, like new; per 
fect condition; Light Oak Cabinet; Automatic 
Three-second exposure, $200.00, F.O.B. Shoe 
Department, Stewart Dry Goods Co., Louisville. 
Kentucky 


FIXTURES FOR SALE: COMPLETE 
SHOE STORE FIXTURES IN EXCEI 
LENT CONDITION; will sell all or part. 
Adrian X-Ray Machine $50.; ir Conditioner; 
Adding Machine; Typewriter; National Cash 
Register, ete. ECONOMY SHOE STORF. 
Massillon, Ohio. 


X-RAY MACHINE, SIMPLEX, Blond 
Finish; 4 second automatic timer; excellent 
condition. $100. TEMPLE SHOE SIHIOP, 149 
Temple Street, New Haven, Connecticut. 

LIKE NEW, PRIMEX X-RAY MACHINE 
light oak, $125.00. BRESSON SHOE STORE 
112 East Main Street, Louisville, Ohio. 








FOR SUBLEASE 


BUSINESS OPPORTUNITY 





TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5.9927 











WILL PAY TOP DOLLAR, BECAUSE 
WE ARE RETAILERS, for Name _ Brand 
Lizard Pumps, Sport, Rust black, High and 
medium heels. No older than last year’s styles. 
JERRY’S CANCELLATION SHOES, IN¢ 


1085 Murray Avenue, Anderson, S. ( 





MERCHANTS’ NEEDS 














FOR SUBLEASE AIRCONDITIONED 
SHOWROOM, with receptionist service De 
sirable location in Marbridge Building, New 
York Call Louis Rosenwasser, Wisconsin 


7-6148 


104 


MANUFACTURER OR WHOLESALER to 
finance 50% Partnership. I have 100% Loca- 
tions for Drive In Shoe Stores and Concessions. 
Volume Outlets fer your shoes. Reply to Box 
230, Boor ann Swoe Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





ADVERTISING 
TD RIDER ‘¢ Uipping Ss 


—here's how to get 
More Business! 


HE Vincent Edwards Idea Clipping 
T Service has over 2000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what’s 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
rganization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 
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WANTED TO PURCHASE WANTED TO PURCHASE 


WANTED TO PURCHASE 








“Uncle Sam” 
will soon prove 


Sputnik and Muttnik 


are old numbers SURPLUS SHOES 


CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac 
tion. ° —. men’s 


will buy your women’s aud childre shoes. 
old numbers Fine Footwear FoR OVER 43 YEARS 


MOSINGER - -COHN 


235 Washington, St. le 


LOUIS CAMITTA & SON 
91 READE ST., NEW YORK, N. Y. 


WO 2-5063 
formerly with S. CAMITTA & SONS 

















WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 


























B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED 
YOUR NAME PROTECTED ka 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 











\Lhiddddddddddd BARIS BUYS for CASH777//z, 
N B A R [ S Quick decision on your offers of discontinued and 


surplus men's, women's and children's shoes. 
THE NATION'S FINEST Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. * New York 7,N. Y. + Tel: WOrth 2-5180 
CC CCCCCCC—@—@0€0¢’, 





Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action write, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since '32 
“While in Town See Weil’”’ 











" COMPLETE STORES * 


‘WANTED: 


Confidential negotiations by 
a rated . 
a 4 

ARRONSON BROS. & BAYROFF 


122 Duane St., N.Y.C. RE 2-4170-4171 : 
mmm He Hee ee 





. experienced retailers é 














TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 
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WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAIlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











for 

e closeouts 

e surplus 

e discontinued 
lines 

e complete stores 

BROITMAN- 

GAFFIN SHOES 


inc, © BE 3-7290 
146 DUANE $T., N.Y. C. 











Did you know that you 
have no time to lose get- 
ting in your Window Trim 
on our bigger than ever 
nationally advertised 


VEGRY et (10) 1 ks 


Tele} Mae) 70) amn') 444 
June 21 to 28 


*Foot Comfort Reg. U.S. Pat. Off. 











Military Contract Awards 


PHILADELPHIA — The Military 
Clothing and Textile Supply Agency 
has announced awarding of the fol- 
lowing contracts: 


QM 36-243-58-655, men’s black ser- 
vice shoes — Adams Brothers, Inc., 
Pittsfield, N. H., 9,060 pr. @ $5.38, 
$48,742.80; R. P. Hazzard Company, 
Augusta, Me., 12,336 pr. @ $4.75, $58,- 
596; General Shoe Corporation, Nash- 
ville, Tenn., 66,654 pr. @ $5.14, $342,- 
601.56. Bids opened May 5. 


QM _ 36-243-58-732, insulated cold 
weather boots with rigid sole and flex- 
ible sole—Bristol Manufacturing Cor- 
poration, Bristol, R. L, 9,650 pr. @ 
$9.74-9.96, $94,210.80. Bids opened 
April 30. 


QM 36-243-58-731, men’s high blucher 
leather service shoes, with natural 
upper, plain toe, composition rubber 
sole and heel, laces from instep to top 
—Adams Brothers, Inc., Pittsfield, 
N. H., 10,452 pr. @ $5.11-5.31, $53,778.- 
36. Bids opened May 2. 


QM 36-243-58-732, insulated cold 
weather boots, class 1, rigid sole—Bris- 
tol Manufacturing Corporation, Bris- 
tol, R. I., 9,650 pr. @ $9.74-9.96, $94,- 
239.30. 


Negotiated award, men’s black ox- 
ford dress shoes—U. S. Department of 
Justice, Washington, D. C., 156,864 pr. 
@ $5.48, $859,614.72. 


QM 36-243-58-804, men’s oxford 
leather dress shoes with black upper, 
plain toe, leather sole and rubber heel 

Sportwelt Shoe Company, Inc., 
Nashua, N. H., 146,316 pr. @ $5.30- 
5.48, $790,267.62. Bids opened May 14. 

QM 36-243-58-731, 80 hour week tex- 
tile set-aside portion, men’s high 
blucher leather service shoes with nat- 
ural upper, plain toe, composition rub- 
ber sole and heel, laces from instep to 
top—John Addison Footwear, Inc., 
Marlboro, Mass., 10,452 pr. @ $5.11- 
5.31, $53,780.28. Bids opened May 26. 


Peek-A-Boot, Inc., President 
Denies ‘Rumors’ of Merger 

LOS ANGELES — Peek-A- Boot, 
Inc., has strongly denied what it 
called “recurrent rumors in the 
trade” that the firm has merged or 
plans to merge with a manufacturer 
of rubber waterproof footwear. 

“These rumors have no founda- 
tion in fact,” said Hugh A. Pollock, 
president. “Peek-A-Boot, Inc., is in 
no way related to any other footwear 
manufacturer, and we do not con- 
template any such association. We 
here at Peek-A-Boot intend to re- 
main the independent producer and 
pioneer of plastic waterproof foot- 
wear which we have been these many 
years.” 








TrepPDy, 


© Moccasins 


WORLD'S LARGE 








ST STOCK! 


The 
DISPOSABLE 
try-on socks 


WRITE FOR 
PRICE LIST 


SPIEGEL-STANLEY CO., Portiano 


Over 150 styles. Colorful and com- 
fortable. Best selling indoor and out- 
door styles for every member of the 
family, for every season. Stocked in 
depth for same day delivery. Satisfac- 
tion Guaranteed. 


3, Maine 





D&K COMPANY, INC. 


West State Ithaca, N. Y. 








438-1 











FIRST CHOICE 
WITH 


FOIAMTREADS 


an Wellew's exe lesive 
d. d 


peur fols« hon 





TOP RETAILERS 
AND 





WELLCO SHOE CORP., WAYNESVILLE, N. C. 


MOUNT JOY 





REAL BOYS 


cerntniCl 
Sie 
——_ 
aso uaress o (CGH) Va xE 


Te att 8078 Acrigy SHOE 


GERBERICH-PAYNE SHOE Co. 


PENNSYLVANIA 
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This Advertisers’ Index is published as a convenience, and not as part of the advertising 
contract. Every care will be taken to index correctly. No allowance will be made for 
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CORRAL greater 
profits with... 


GODING 


The boom in casual wear is the 
western look. To bring more prof- 
its into your corral, keep a good 
inventory of Goding Western 
Boots. They’re as authentically 
western as a hot day in the 
Panhandle ... sought by western 
boot wearers as a gusher is by an 
oillionaire. 


Goding Western Boots are all 
Goodyear Welt Construction, built 
to precise and exacting specifica- 
tions with riding or walking heels. 
All colors and sizes to give every 
cowboy or cowgirl in the family 
more style and wear for less 
money, with a full mark-up for you. 


Write today for free 
full-color catalogue of the 


entire Goding line 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 








COMPARE THE NYLON- 
STITCHED SHOE (left) with 
shoe stitched with natu- 
ral-fiber thread (right). 
These children’s shoes are 
typical of the 20 pairs 
worn by active youngsters 
during a four-month test. 
Notice that the abrasion- 
resistant nylon remained 
in excellent condition in 
toe stitching and heel lin- 
ing where ordinary 
thread failed (circled). 








Tests prove: 


NYLON thread gives the 
longest-wearing seams 


You offer customers an extra reason 
for buying when you show them 
nylon stitching. Nylon is famous 
for its toughness—it dramatizes the 
high quality of your product. And 
with nylon, your customers are get- 
ting the extra strength, longer wear 
and neater appearance that keep 
them coming back. Besure the shoes 
you sell are stitched with tough, 
wear-resisting nylon thread. 


SEND FOR FREE COPIES of litera- 
ture answering the question “‘How 
Important Is Thread in the Shoes 
You Sell?”’ Give a copy to each of 
your salespeople. Address: E. I. 
du Pont de Nemours & Co. (Inc.), 
Room N-5518, Wilmington 98, Del- 
aware. Du Pont makes nylon and 
“‘Dacron’’; does not manufacture 
thread or shoes. 


*“Dacron” is Du Pont’s registered trademark for its polyester fiber. 


REG. U.S. PAT. OFF 


BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY 


strongest, 
in shoes! 


Thread of Du Pont “Dacron’” polyester fiber is 
nearly as strong as nylon and has even greater 
resistance to acids commonly encountered in 
industry. That’s why threads of ‘‘Dacron”’ fiber 
are preferred in work shoes. 


SEWING THREAD OF DU PONT FIBERS gives shoes neater, stronger seams... 
reduces returns...lasts longer...gives added sales advantages 
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Makes 
them 
Pretty! 


Prettier when new —— prettier after 
being worn. That’s because of the 
unusual DURALENE finish. Wipe with a 
damp cloth and surface dirt disappears. 
The rich DURALENE finish is highly 
water resistant and extremely durable. 
But best of all, you can have these 
advantages at a savings up to 1¢ per 
pair. DURALENE White is a complete 
finish for smooth leather shoes, not just 
a uniformer. Ragging, brushing, or 
spraying to attain luster is unnecessary. 
DURALENE is easily applied with a brush 
or sponge — and its luster is 

built-in. to stay. 

Use DURALENE White Finish on your 
smooth leather shoes. Get improved 
appearance plus an extra bonus 
savings in the Packing Room. 














DURALENE 


A product and registered trademark 
of the BB Chemical Co. 


Distributed by... 


SHOE MACHINERY CORPORATION 


Boston, Massachusetts 





ie, 


* 
* 
**tevesaes®® 





Shoes that fit and hold their shape and offer firm support are 
never out of season. And, there’s never a ‘“‘wrong time’”’ for 


sound promotion, consistent advertising. 


Concentrate on cool, light summer Stride Rites . . . as care- 
fully made and well-constructed as all other Stride Rite 


Green Shoe Mfg. Co., Boston, Mass. 


styles. Make sure your customers have proper foot-protection 


12 months of the year...no matter how high the temperature. 





